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Rough Proofs 


The Indianapolis Y. W. C. A. ad- 
yertises quite frankly, “the best 
thing in life is a good meal.” 

It’s all a matter of opinion, at that. 


> 3.9 


The economists who were sure 
there was a new era in 1928 and 1929 
are now equally sure that the road 
back to prosperity is by way of can- 
celing the war debts. Why not try 
canceling the economists? 


i oo 


Neatest trick of the week: 

Gold Medal inviting household use 
of flour and urging housewives to 
“patronize your baker” in the 
same ad. 

vvy 


Southern California pictures, as an 
extra attraction, pretty bare-legged 
ladies with backless blouses, with 
whom visitors may play golf. But 
how do they expect their guests to 
keep their eyes on the ball? 


3 ' ? 


Majestic has added another slogan, 
“The Treasure of Radio.” Not so 
good; Rough Proofs offers this one 
without charge: ‘Majestic — Your 
Front-Row Seat at Every Radio 
Show.” 

vvy 


J. P. Muller, New York agency 
man, has published: his third book of 
verse... It's not so hard to understand 
how a copy man can write poetry, 
but just imagine a poet trying to 
write advertising copy! 


=. 


“Only 400 May Buy Cadillac V-16 
in 1933.” 

Now we’ll have a Four Hundred 
that will be really exclusive. 


7.R.-¥ 


Now that the return of the five- 
cent cigar has been followed by a 
five-cent loaf of bread, is it too much 
to look forward to a five-cent glass 
of good beer? 

7 = F 


“Babe” Didrikson holds _ several 
world’s records for speed, and she 
broke another in entering a denial 
that she had authorized use of her 
photograph and endorsement in a 
nasty old automobile advertisement. 


7.3 


The Lincoln Gettysburg address is 
given in “The Written Word” as it 
would have been edited for Mr. Lin- 
coln by a committee of business men. 
They didn’t change a single line. 

(They rewrote the whole thing, 
stupid.) 

vvy 


Luden’s breaks some kind of adver- 
tising record by picturing a labora- 
tory man without either a Van Dyke 
beard or eye-glasses. Seems hard to 
believe, but it’s true. 


7, 3 F 


In the good old days Sweet Cap- 
oral cigarettes attracted the boys 
With photographs of burlesque beau- 
ties but the best Raleighs can do is 
to offer a single playing-card with 
each package. They might at least 
Make it the queen. 


7 Vv Ff 


“Silence . . utter silence . 
then Stokowski’s hands sweep up- 
ward!” 

Hasn’t Philco learned by this time 
that the one thing the radio fan can’t 
endure is silence? 

Copy Cus. 


FORD FACTORY 
PUTS SPURSTO 
INERT DEALERS 


Salaried Salesmen to Comb 
Sub-Quota Areas 


New York, Dec. 15.—The open- 
ing here of the fourth outlet of the 
Ford Motor Sales Company to be 
established within six weeks has 
created turmoil among the 6,700 
Ford dealers throughout the coun- 
try, many of whom object to the 
new retailing subsidiary’s inten- 
tion to use salaried salesmen-can- 
vassers in open competition with 
dealers who fall behind factory-set 
quotas. The factory has urged 
dealers to adopt this selling plan 
voluntarily since July with but 
small success. 

Simultaneously with certain 
dealers at other points where the 
company plans to open outlets, 
about one-third of the 50 local deal- 
ers joined in sending a round-robin 
telegram to the Ford Motor Com- 


‘pany protesting the opening of the 


retail branches on the grounds deal- 
ers’ rights were violated and their 
investments in showrooms, service 
facilities and stocks jeopardized. 

A number nearly as large spirit- 
edly supported the company’s new 
policy when approached by the dis- 
gruntled group, while the remainder 
reserved decision pending trial of the 
innovation. If the situation here is 
a criterion, proponents of the scheme 
to form a national protective organi- 
zation of Ford dealers are apparently 
doomed to a repetition of former dis- 
appointments. 

Replying to the dealers’ telegram, 
the company said there was nothing 
to fear from the company dealer- 
ships, that they are merely labora- 
tories for the study. of car merchan- 
dising and that a complete explana- 
tion of policies and intentions would 
be forthcoming in a few days. 


Other Side Given 


Dealers who voiced their disap- 
proval skipped lightly over discus- 
sion of the company’s intention to 
test the efficiency of the paid sales- 
man plan side by side with their 
methods to dwell on the prestige of 
the Ford name as an attraction for 
consumers, the superior facilities the 
company branches could afford and 
other claimed advantages. 

Almost without exception, the deal- 
ers who championed the company’s 
cause were running ahead of their 
factory set quotas. To them the fac- 
tory branch appears as just another 
dealer, with the one difference that 
it will furnish them with sales-build- 
ing plans and ideas. 

“Even though the factory branches 
are operated more efficiently, they 
will not. be able to take business 
away from the industrious indepen- 
dent outlet,” said a spokesman for 
this group. “In the first place, they 
are centrally located in business dis- 
tricts. Because of the service angle, 
friendship and the feeling the neigh- 
borhood dealer is bound to deliver 
satisfaction in order to maintain his 


(Continued on Page 19) 


‘Continental Terminals’ to 
Handle Business in 
Cities 


Detroit, Mich., Dec. 17.—Mail order 
selling will be employed by the Con- 
tinental Automobile Company to 
penetrate small towns and rural 
areas with a four-cylinder car which 
the company will introduce early 
next year, together with two pre- 
viously announced “sixes,” William 
R. Angell, president, announced to- 
day. 

This radical merchandising policy 
supplements another Continental in- 
novation forecast by ADVERTISING 
AGE last week, that this manufac- 
turer will sell direct to the con- 
sumer, without the aid of conven- 
tional dealers. 

Although details of the mail order 
set-up were not made known, officials 
enlarged on the other phase of the 
revolutionary marketing plan with 
the statement that “Continental will 
establish distributing stations, or 
‘Continental Terminals,’ in every im- 

port center. Deliveries of the 
| new eats “will be ay 5 from these 
depots and maintenance and parts 
service also will be provided by 
them.” 

Eliminates “Middlemen” 


Mr. Angell said his firm’s move 
was the first serious attempt made 
by any member of the motor car in- 
dustry in the last 30 years to elimi- 
nate the steps between the manufac- 
turer and the purchaser, and thus 
reduce retail purchase prices. 

“One reason that prices of com- 
modities soared to fictitious and un- 
stable heights was because too many 
intermediary selling and handling 
agencies were allowed to intervene 
between producer and consumer,” he 
declared. “As a result, commodity 
prices reached such proportions that 
only the inflated incomes of four and 
five years ago could afford them in 
large enough numbers to bring a 
profit to the manufacturer. 

“Continental is eliminating inter- 
mediate agencies which add to the 
cost of an automobile and exact a 


Continental to Sell New 
_ Line of “Fours” by Mail 


DIRECTS NEW SET-UP 


F. L. Rockelman, vice-president in 
charge of sales for Continental 


selling profit which the purchaser 
must bear. It is putting a large, 
full-sized car within the reach of 


new scale of economic values. 
New Low Price Is Seen 


“This is pioneering in the great 
open spaces of merchandising. For 
several years every expert who has 
written and talked on the future of 
the automobile business has pointed 
to merchandising and selling as the 
one field in which there is room for 
real progress and fundamentally dif- 
ferent methods. 

“Direct selling has been discussed 
many times, and by some of the lead- 
ers in the industry, but nothing has 
ever come of it. Elaborate set-ups, 
operating along prescribed lines for 
many years, made a direct selling 
plan impossible. Engineers and 
scientists in all branches of industry 
have proved to be more courageous 
explorers of untrodden paths than 
their sales and merchandising 
cousins.” 

Mr. Angell declared his company 
was in a unique position to take 

(Continued on Page 18) 


Last Minute 


ment store, in January. 


Thomas Leaves 


manager of Anheuser-Busch, Inc. 


Inc. 
ling part of it. 


News Flashes 


Collins Re-Enters Retail Field 


New York, Dec. 16.—Kenneth Collins, who has been forming an agency 
here, will become assistant to the president of Gimble Bros., Inc., depart- 


Erickson Named Zenith Advertising Manager 
Chicago, Dec. 16.—Parker H. Erickson, formerly advertising manager 


of Brunswick Radio Corporation, New York, has been named advertising 
manager of Zenith Radio Corporation. 


Anheuser-Busch 


St. Louis, Mo., Dec. 16—Jack Thomas has resigned as advertising 
His successor has not been named. 


Indiana Standard Oil to McCann-Erickson 
Chicago, Dec. 16.—Effective Jan. 
Standard Oil Company (Indiana), will be placed with McCann-Erickson, 
The account has been split heretofore, with McCann-Erickson hand- 


1, the entire advertising account of 


millions’™of “incomes adjusted” tov ay tas 


HUGE AUDIPHONE 
CAMPAIGN FILLS 
DUAL FUNCTION 


Combines Selling and Insti- 
tutional Tasks 


New York, Dec. 15.—The advertis- 
ing of the new Audiphone, record- 
breaking for a hearing device in 
point of size and free use of general 
magazines and newspapers, is justi- 
fied by the fact that it is an institu- 
tional campaign for the Bell System, 
the Western Electric Company and 
the Graybar Electric Company, as 
well as an effort in keeping with the 
sales possibilities of the new prod- 
uct, according to W. A. Wolff, adver- 
tising manager of the Western Elec- 
tric Company. The three companies 
are, respectively, designer, manufac- 
turer and distributor of the appara- 


The campaign laid out for the first 
year includes half and two-thirds 
pages in Business Week, Christian 
Herald, Collier’s, Literary Digest and 
Time, college alumni publications, 
business papers reaching executives, 
scientific and technological publica- 
tions, medical journals, and periodi- 
cals published by organizations for 
the hard of hearing. 

The directness of this approach to 
the market depends on what figure is 
accepted as the number of hard of 
hearing. Degree of hearing impair- 
ment varies greatly, which is one 
reason why definite information on 
the subject is difficult to secure. Es- 
timates of the number having 25 per 
cent or more deafness ranges from 
2,000,000 to 15,000,000. 


Get 4,200 Inquiries 


That the correct number is more 
than the lower figure may be ad- 
duced from the fact that during the 
first 60 days of the campaign the 
space in general magazines produced 
4,235 direct inquiries and a much 
larger number of dealer calls. 

The urge for institutional expres- 
sion had much to do with the choice 
of the general magazines but results 
will play a big part in keeping the 
campaign in these mediums. The 
same observation applies to college 
alumni publications. 

The percentage of prospects 
among subscribers to executive busi- 
ness papers is considered high and 
the purchasing power of such read- 
ers puts them in the preferred class. 
Scientific and technological publica- 
tions are used in the belief that their 
readers’ training will interest them 
in the product at once, that they will 
recommend it to their afflicted 
friends and that their endorsement 
will carry the weight of expert testi- 
mony. 

About 20 of the 75 city organiza- 
tions affiliated with the American 
Federation of Organizations for the 
Hard of Hearing, Washington, D. C., 
publish periodicals in which the com- 
pany advertises. The affiliated groups 
have a total membership of 7,500, and 
there are 32 non-affiliated organiza- 
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ADVERTISING AGE 


December 17, 1932 


tions. The membership of these clubs 
is limited to a comparative few of 
those with a high degree of hearing 
impairment. As a rule, members are 
better prospects for lip-reading 
courses than hearing devices, but it 
is considered a good idea to have 
them acquainted with the product. 


Performs Dual Function 


While the advertising bristles with 
references to the campaign’s three 
sponsors the selling job is not neg- 
lected. To overcome the idea that 
use of a hearing aid marks one as 
aged and decrepit the illustrations 
depict stiff collar men, tooth paste 
girls and children wearing the de- 
vice. This strategem also appeals di- 
rectly to the largest part of the mar- 
ket, the group with a low degree of 
hearing impairment. 

Wearing of a hearing device, the 
copy argues, is not so much a badge 
of affliction as a sign of a common 
physical idiosyncracy, such as slight 
defects of vision for which millions 
wear glasses. 

The Audiphone is handled in large 
cities by exclusive agents, who main- 
tain a professional set-up in an office 
building of the kind favored by phy- 
sicians. At other points surgical sup- 
ply houses are the preferred outlets, 
with opticians second choice. These 


types comprise two-thirds of the deal- 
| ership. 

Remaining outlets were selected 
with the object of securing the coop- 
eration of a proprietor or employe 
with aptitude for selling this particu- 
lar specialty. The miscellaneous 


classification includes radio, drug, 
stationery and hardware stores. One 
of the most successful dealers is the 
Commonwealth Edison Company, 
Chicago's electric utility, which gives 
the product the benefits of an elec- 
trical department store in the loop 
and the attention of an expert direct 
selling organization. 


Use Local Newspapers 


To secure prospects for mailing 
lists and direct selling, dealers are 


advised to make contacts with physi- 


cians, particularly ear specialists, 
and school teachers, some of whom 
have to struggle with the problem of 
hard-of-hearing pupils. 

Local newspaper advertising, for 
which the company makes a four per 
cent allowance, is another source of 
prospects. 

The company has learned that it 
may put the devices out on free trial 
with almost no danger of loss, and 
dealers are instructed accordingly. 
Of 320 Audiphones put out by the 
Philadelphia dealer the past year, all 
not purchased were returned in good 
condition, although none of the ap- 
plicants were investigated. The pros- 
pects have the idea the company is 
trying to render a humanitarian 
service in selling the device and is 
entitled to consideration. 

Newell-Emmett Company, Inc., is 
the Audiphone and Western Electric 
agency. 


Gets Addressograph 


Advertising of Addressograph- 
Multigraph Corporation, Cleveland, 
has been placed with Reincke-Ellis- 
Younggreen & Finn, Chicago. 


Plan Insurance Meet 


The Insurance Advertising Con- 
ference will hold its annual meeting 
in 1933 at the Edgewater Beach 
Hotel, Chicago, Sept. 25-27. 


1932 World Export 


Trade Figures Given 

World export trade for 1932 will 
show a decrease of approximately 21 
per cent from that of 1931, and of 
nearly 32 per cent from the peak in 
1929, according to the annual report 
on world trade issued by National 
Foreign Trade Council. 

According to the Council, the de- 
crease for the United States is no 
greater, for the first time since the 
start of the depression, than the 
average of trade losses throughout 
the world. 


New Peak Reported 
in Radio Salaries 


Chico and Groucho Mark estab- 
lished a new high for salaries in 
taking the air for Standard Oil Com- 
pany of New Jersey and allied con- 
cerns, according to Variety. The 
team is supposed to receive $6,500 a 
week. 

Ed Wynn, of the Texaco broadcast, 
was high with $5,000 a week until 
Al Jolson came along for Chevrolet 
and tied that figure, Variety says. 


Movies Start Newspaper 


Five theaters in Richmond, Va., 
have inaugurated a bi-weekly pub- 
lication, “Richmond  Screenland,” 
which is distributed free. They plan 
to sell advertising. 


SALES-MANAGER 


SOLVES A PROBLEM 


» 
Ven: 
s His company manufactures a well-known branded prod- 


uct and distributes through semi-exclusive retail outlets. 


a 
[0 | | B Mm s To direct prospects who want this brand to the 


nearest authorized dealer — thus preventing the loss of 


honestly earned sales to high-pressure competition. 


. 
olution: 
u He adopted the “Where to Buy It” method of 


dealer identification: 


1. He listed authorized dealers under his company’s brand 


name in classified telephone books. 


2. He referred prospects to these listings through his con- 


sumer advertising. 


e 
kalll l | e u One typical “Where to Buy It” listing is shown 


below. Other examples that might be cited include such 


names as: Stromberg-Carlson, Goodrich, “blue coal’, Buick, 
Toledo Scales, Enna Jettick, Hertz, Greyhound. 


Your sales or advertising counsel can work out a 
specific example for your own particular case, 
whether you sell a product or a service, and whether 
you distribute locally or nationally. Or you may 
write or telephone: Trade Mark Service Manager, 
American Telephone and Telegraph Company, 195 
Broadway, New York (EXchange 3-9800) —or 311 
West Washington Street, Chicago (OFFicial 9300). 


OLD DUTCH GIRL 
UNBOSOMS SELF 
IN COMIC STRIP 


Grows Loquacious Over Merits 
Of Cleanser 


Chicago, Dec. 15.—The Old Dutch 
Girl is growing garrulous as she gets 
older. In the color comic sections 
of last Sunday’s papers in New York, 
Philadelphia and Chicago, the Old 
Dutch Girl made the longest speech 
of her career, devoting several hun- 
dred words to an exposition of the 
reasons for the unique cleaning qual- 
ities of the Cudahy Packing Com- 
pany’s product. 

For many years the Old Dutch Gir] 
rushed through the pages of maga- 
zines and newspapers in pursuit of 
dirt, with never a word to say. Read. 
ers were astonished about a year ago 
to find the Old Dutch Girl sitting 
comfortably in a chair. The copy 
failed to explain whether she had 
completed her week’s' work or 
whether she was merely indisposed. 
Shortly thereafter she was depicted 
in her wonted posture of activity. 


Repeat Sponge Offer 


A little later she began to drop a 
few words of explanation, but not 
until last Sunday did she qualify as 
a soap technician, as well as a lec- 
turer of parts, when she did all of 
the talking, explaining numerous ad- 
vantages of the cleanser she repre- 
sents. 

The copy ended with an offer 
of the Old Dutch Rubber Clean- 
ing Sponge, which performs the 
dual role of removing dirt and re- 
minding the user of the beneficence 
of Old Dutch Cleanser. 

The Victor dog has been exciting 
attention recently by stepping out 
of the post which he held for so 
many years to tell the public that at 
last he had achieved his goal, ac- 
tually hearing his master’s voice on 
a radio of the proper brand. 

Students of advertising believe, 
however, that the Old Dutch Girl was 
the first to step out of the character 
in which she was best known, shock- 
ing her public into new attention by 
this departure from the line of ac- 
tion it had been led to expect. 

It is rumored that the Old Dutch 
Girl is the possessor of a winsome 
face and that she is considering let 
ting her friends in on this secret. 
Through the years in which she has 
dashed through the advertising pages 
of periodicals of all kinds, she has 
steadfastly kept her face from the 
public gaze, leading many to suppose 
that time has dealt with her none 
too lightly. This is said by those 
who know her best to be a canard. 

Roche, Williams & Cunnyngham 
handle the account. 


“Pictorial Review” 
Honors Helen Keller 


Pictorial Review has announced 
selection of Helen Adams Keller as 
recipient of its annual $5,000 
Achievement Award for 1931. Her 
sight and hearing destroyed by ill- 
ness as a child, Miss Keller dedicated 
herself to service to those who live 
in the dark. 

Pictorial Review makes its award 
for one year known at the end of the 
next. 


Co-Operative Copy 
for Honey Is Seen 


Collective sale of honey and Co 
operative advertising of the product 
is seen as a possibility in Wisconsil 
following a conference of beekeepers 
with members of the state depart 
ment of markets in Madison. 

Sales would be made through 2 
Milwaukee brokerage house. 


Pillsbury Chief Dies 


Albert Carpenter Lording, 7 
president of the Pillsbury Flour 
Mills Company, Minneapolis, since 
1923 and a prominent figure in the 
industry for 50 years, died Dee. 11. 
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We've got two automobiles, 
two tractors, an individual electric 
plant, a truck, a power sprayer, , 


two hu sky children, own F 


our OWrnl home, and Our 


Ps 


Owr’ll business | just a few 
minutes away from: your S" 


Maer a typical Country Gentleman terest and loyalty of millions of people in arm-chair and market-place discussion. 
couple. A business man—and his wife. such families. It has a place no other mag- What is said in its advertising pages has a 
Every day they must make decisions. azine or group of magazines can fill. It determining influence on what is sold in 


His problems deal with raw materials, the brings advance news of discovery, develop- _ the nearby trading centers. 


goods he produces, costs and marketing. ment and trends in the husband's business, These 1,700,000 families are a dominat- 

Her problems are those of a busy, pro- leadership in fiction and in articles of ing influence in a market where 40% of 
gressive wife and mother, purchasing agent manifold interest to women. the nation’s retail business originates. Your 
and general manager of a family accus- What is said in The Country Gentleman’s business needs this 40% of national sales 


tomed to the good things of life. Their editorial pages is a subject of dinner-table, Lstapeine this year, and every year. 


family never lacks comfortable living. He apis. jane: ie SE 5 RE ig 

tnows how to opente—so docs she. (A 4 
Of the 1,700,000 Country Gentleman . every month. | f your pr hedeey is one t bat a 

families, 70% own homes, 86% own auto- © 

mobiles. This is far higher than any na- Sn families can use or enjoy, The Country Gentleman 

tional average. should be one 48 the first three magazines in oer : 


‘] ee Your pe eat —— _ 
SaLes OpporTUNITY 


The Country Gentleman commands in a a verde aud pa. 


| remarkably exclusive fashion the eager in- 


The COUNTRY GENTLEMAN plas A 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 
KEY TO 40% OF NATIONAL SALES POTENTIAL 


2% The COUNTRY GENTLEMAN plas EO 528 


: 
38.2% The COUNTRY GENTLEMAN pls Aw 
: 


. 
A. B.C. Sigures. More detailed analysis raises this figure to 80%, 


THE COUNTRY (GENTLEMAN z 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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Taking Winter Travel Out of the 
Luxury Class 


Advertisers in the travel field, in- 
cluding transportation companies, 
resort hotels and communities de- 
pendent on tourist trade to a greater 
or smaller degree, are confronted this 
year with the same general problems 
with which other advertisers are con- 
tending. 

That they are meeting them suc- 
cessfully through the same methods 
that have proved effective in other 
fields is demonstrated by an examin- 
ation of the advertising now appear- 
ing for winter resorts, vacation tours 
and other travel offerings. 

First of all, the price appeal has 
been greatly strengthened. Remark- 
able bargains are being offered by 
many of the advertisers, and the 
prospect who is really interested in 
a change of scene or climate is be- 
ing given an opportunity to enjoy 
a winter vacation at a cost which 
seems to break all recent records for 
economy. 

When railroads offer transporta- 
tion from Chicago to the Pacific Coast 
at a rate of $40, it is cutting the cost 
to the minimum, even though this be 
without Pullman accommodations. 
Offerings of steamship companies, bus 
lines and _ other’ transportation 
agencies are equally sensational, and 
their prices have been matched by 
those of the hotels and resorts whose 
attractions are featured in vacation 
publicity. Winter travel is being 
taken distinctly out of the luxury 
classification. 


While a great many of the “idle 
rich,” upon whose patronage the win- 
ter resort business has mainly de- 
pended, are no longer in evidence, 
so that the visible market has shrunk 
to a marked degree, there is reason 
to believe that many others, whe 
because of relatively moderate in- 
comes have never been accustomed 
to winter travel for pleasure, will be 
brought into the picture as a result 
of the new economies now being fea- 
tured in the advertising. 

Another strong feature of this type 
of advertising at present is the 
health appeal. Instead of suggesting 
to the business executive that he drop 
his responsibilities for the sole pur- 
pose of having a good time, the ad- 
vertising points out the great im- 
provement in health and vigor he 
will experience as the result of a 
winter vacation of even a few weeks 
duration, and thus encourages the 
Spartan who has been battling the 
depression without a pause to take a 
little time off for recreation. 

Because tourist and vacation busi- 
ness is largely seasonal, and must be 
built up to a peak within a limited 
period, advertising is an absolute ne- 
cessity to successful development of 
large-scale operations. That this fact 
is recognized is demonstrated by the 
impressive volume of advertising in 
this classification now appearing in 
newspapers and magazines. 


Can We Help Advertising’s 
Unemployed? 


One of the most distressing fea- 
tures of the current business situa- 
tion is the reduction in the volume 
of employment within the advertis- 
ing and allied fields. Many able and 
useful workers have lost their posi- 
tions, in most cases through no fault 
of their own, and have been unable 
to find new ones, even at greatly re- 
duced incomes. 

Hugh J. Blakeley, advertising di- 
rector of Extension Magazine, dis- 
cusses this situation in a letter to 
ADVERTISING AGE, quoted elsewhere in 
this issue, and suggests a plan 
whereby advertisers and publishers 
may contribute directly to the relief 
of unemployment within this field. 
While the precise method he suggests 
may not prove to be the most prac- 
ticable for the purpose, the subject 
is well worth discussing for the sake 
of developing some plan which may 
be put into immediate effect. 

The matter is essentially a local 
problem. Hence it seems to us that 
it can be handled to the best advan- 
tage through local advertising clubs. 
If the Advertising Federation of 
America can formulate a specific pro- 
gram, including the organization of 


employment services and the admin- 
istration of direct relief to the needy, 
many local clubs would undoubtedly 
be glad to assume responsibility for 
carrying it out in their respective 
communities. 

In organizing employment services 
too much stress should not be laid on 
permanent jobs. An effort should be 
made to list temporary and special 
work and to supply qualified people 
for these jobs. Few employers, in- 
cluding advertisers, realize how 
gratefully these small opportunities 
are received or how enthusiastically 
the assignments are carried out. Sur- 
veys, checking, interviewing, traffic 
counts, etc., are just a few of the 
special and temporary jobs for which 
unemployed advertising men are es- 
pecially fitted, and which they can 
handle to the satisfaction of all con- 
cerned. 

In furthering this idea of relief for 
the unemployed of the advertising 
field, ADVERTISING AGE will gladly pub- 
lish, without charge, “Positions 
Wanted” advertisements until fur- 
ther notice. Details of this plan are 
given elsewhere in this issue. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE, 
No. 449. Current Buying Indices of 


Magazine Readers. 


This booklet, detailing the results 
of a Perctval White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. The study 
was made by personal interviews in 
17 cities scattered throughout the 
country, with the exception of the 
Pacific coast, with calls allocated so 
that five per cent of the total inter- 
views were made among class A 
homes and the same number among 
class D homes, with the remaining 
90 per cent equally divided between 
class B and C homes. A minimum 
of 500 interviews for any one of the 
nine papers studied was secured. 
Published by True Story Magazine. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 


This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
limbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts. 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


445. The Negro Market. 


“This market, containing approxi- 
mately one-tenth of our population, 
must be capably understood and ap- 
pealed to on its own terms” is the 
contention of this 40-page illustrated 
book issued by W. B. Ziff Co. 
The reasons for “the isolation and 
self-sufficiency of the American Ne- 
gro” are shown in terms of his life 
history as a consumer. His institu- 
tions, occupations, manner of living 
and his buying are described as be- 
ing distinct and isolated. Figures on 
various divisions of this market are 
included. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 433. WLW—“The Nation’s Sta- 
tion” 


This unusual envelope-folder 
might well be called “proofs,” since 
much of the material in it consists 
of facsimile reproductions of letters 
commenting on the results derived 
from commercial broadcasting over 
WLW, Cincinnati. Other interesting 
material in the folder gives WLW 
coverage and circulation, analyzes 
mail response to individual pro- 
grams, gives much valuable informa- 
tion about the station and outlines 
the services of the station’s sales 
promotion department. 


_——— 
——— 


SOLVING THE RETAILERS’ PROBLEMS 
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Scoranam Hunlterm —3c 


—Boot & Shoe Recorder, 


Dealer Brown finds there's nothing like pretty clerks and some old- 
fashioned mistletoe for stimulating business! 


Voice of the Advertiser 


Suggests a Plan to Help 


Advertising’s Unemployed 

To the Editor: During the past 
two years magazines and newspapers 
throughout the United States have 
been very liberal in donating space 
to various charity drives. 

In addition to advertising space, 
in many instances they have co-op- 
erated in an editorial way to a great 
extent. Practically every magazine is 
now running the copy of the National 
Citizen’s Committee, asking the sup- 
port of the various community cam- 
paigns. 

There is no question in my mind 
that this is a worthy cause and 
should be supported. However, dur- 
ing the past two years, I have had 
men call upon me who have had a 
background of years’ experience in 
the advertising and publishing field, 
who were desperately seeking em- 
ployment. 

These men, in the large majority 
of cases, were high class, well edu- 
cated, clean cut, anxious-to-work in- 
dividuals. They were not the type 
that could ever stoop to panhandle 
and they were not the type of men 
who could appeal to the various 
charitable institutions. 

As far as I can see, there is no 
help in sight for this type of man. 
There is no provision of any sort 
made for him and he must continue 
to tramp the streets in an endeavor 
to secure some kind of employment. 

I should like to see the newspapers 
and magazines of the United States 
get together and raise a fund to be 
used in the aid of men in the pub- 
lishing and advertising field. I 
should like to see a representative 
group of outstanding men in our pro- 
fession organize in New York and 
Chicago a campaign to raise a fund 
that would be available to take care 
of the men of the type I mentioned. 
This campaign might be directed by 
a magazine man, a newspaper man, 
an agency man and a representative 
of some national advertiser. 

If the publishers of the United 
States would be willing to donate a 
page or half page of copy, the pro- 
ceeds of which would be turned into 
this fund, I should be happy to sub- 
scribe to such a plan. 

I would be willing to take any one 
of the national advertisers I am car- 
rying and take the revenue from 
their advertisment and donate it to 
such a fund. I should be glad to run 
a by-line underneath such an adver- 
tisement, stating that the revenue 
from this space is donated to a fund 
for the benefit of men in the publish- 
ing and advertising field. 

We have been liberal in the pub- 
lishing field, taking care of many 
charities. Why not take care of some 
of our own? I feel certain that there 
are any number of men in the maga- 
zine, newspaper and advertising in- 
dustries that would be glad and hon- 
ored to serve with such an organi- 
zation. 

Huexu J. BLAKELY, 
Director of Advertising, 
Extension Magazine, Chicago. 


What Chance Has 
A Youth of 50 Years? 


To the Editor: What chance have 
we young fellows of around fifty, 
when we read, as I just did in the 
latest issue of ADVERTISING AGE, that, 
up in Connecticut there has just died 
an advertising manager aged 78, 
after being forty years in that po- 
sition with the same company. And 
I say this in spite of the fact that 
but few outside of that town know 
the existence of such a company. 
(Selah! ) 

Again, and still up in Connecticut, 
there is a concern that, in the last 
16 months, has had five different 
presidents and one receivership. And 
the last president has just reinstated 
the old factory superintendent, aged 
72, who was formerly retired on a 
pension. because of senility. So what 
chance is there for us youths of 
around golden fifty? ’Sterrible! 

GRIDLEY ADAMS, 
New York. 
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Expects Beer to Be 
Sold Like Ginger Ale 


To the Editor: Our proposed ad- 
vertising and merchandising activi- 
ties in the event beer is legalized, 
are based, because of lack of infor- 
mation on how we will be permitted 
to distribute the product, on the plan 
of distribution suggested to the gov- 
ernment by the U. S. Brewers Asso- 
ciation. 

There seems to be little doubt that 
the saloon, as we knew it, will not be 
included in the revised beer picture. 
It also seems apparent that the 
method of distribution will be pat- 
terned after the Canadian plan, at 
least in so far as the best portions of 
this plan are concerned. 

Assuming this to be true, the 
writer, for one, believes that after 
the initial rush to quench thirsts has 
ended, the brewing industry will 
settle down to be a highly competi- 
tive one, and the brewer that has 
kept abreast with modern merchan- 
dising methods, has maintained a ca- 
pable sales organization and has ad- 
vertised consistently during the near 
beer days is the one most likely to 
receive a favorable public acceptance 
for his product. 

It is rather difficult to approximate 
the amount of an advertising appro- 
priation, or to say at this time what 
brands we will feature. This com- 
pany has always been known for the 
quality of its products and it is our 
intention of continuing this policy. 
We shall, as we have done in the 
past, supply a brew in every price 
range. 

In our opinion, and this is pred- 
icated on the return of beer in bot- 
tles, the brewing business will func 
tion both in sales and advertising 
similarly to the nationally know? 
ginger ale manufacturers of today. 
A good product, complete distribu 
tion and sound advertising will be 
the elements of success in the beer 
business. 

Joun G. KRUEGER, 
Krueger Brewing Company, 
Newark, N. J. 
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The November Net Paid 
Averag e Circulation of 


The Daily Post- Dispatc 


: A GAIN 


x of 10,260 copies per day 
7 over October, 1932 


This is the greatest November over October gain 
made by the Post-Dispatch in more than 20 years 


le Post-Dispatch daily net paid circulation 
ad- for the last three months 
ivi- 
vt, September... .. 210,598 
- \ October ...... 214,881 
“a November ..... 225,141 

A Gain of 14,543 in Two Months 
hat 
: hq Never has any newspaper—morning or evening, dolly 
the or Sunday—had as much circulation as the Post- 
~ Dispatch in Greater St. Louis. 
a 
of When St. Louis had three evening newspapers the 
the Post-Dispatch had more circulation than the second 
ter and third combined in Greater St. Louis. 
h 
il Now that St. Louis has only two evening newspapers, 
a the excess circulation of the Post-Dispatch over the 
- second newspaper is greater than it was over the two 
ca others combined. 
poe 
to 
nce 
: IN ST.LOUIS ~ - 
oT0- & 
hat 
om- 
the First in Circulation in St. Louis 
icy. a .| es 8 * . 
the First in Advertising in St. Louis 
rice . ” F 
- First in Results to Advertisers 
- 
sing 
ywn . 
: oT. LOUIS POST-DISPATCH 
ibu- te ” 
- | 


peer WESTERN ADVERTISING OFFICE: Tribune Tower, Chicago EASTERN ADVERTISING OFFICE: 521 Fifth Ave., Rt! York 
P. L. Henriquez, Manager, Telephone Superior 7161-7162 R. A. Fletcher, Manager, Telephone Mohawk 4-5237 
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8-MONTH STUDY 
PRECEDES COPY 
FOR SQARE DEEL 


Detroit, Mich., Dec. 15.—Follow- 
ing research in 20 eastern and| 
mid-western cities during the past | 
eight months, in which the reactions 
of more than 300,000 women were 
obtained by house-to-house sampling | 
and store sales, and repeat possibili- 
ties were accurately gauged, Sqare 
Deel Products, Inc. will extend dis- 
tribution for its new household) 
cleanser into sectional markets as | 
the first step toward national dis- 
tribution. 

During the period of transition, 


newspapers, outdoor displays, point 
ot purchase display and merchandis- | 
ing deals linking the company’s | 
cleaner and water softener with the | 
cleanser will be employed. Average 
newspaper space is three-column 140- 
line. 

Typical copy shows women telling 
each other, “You must try this mar- 
velous new cleanser that Saves Your 


Strength.” The phrase, “Saves Your 
Strength,” is the key line of the 
campaign. 


The economy argument, claiming 
that the “giant can contains twice as 
much as ordinary cleanser cans,” is 
combined with the quality sugges- 
tion that the product dissolves dirt 
chemically. 


Use Survey as Copy 


Results of the survey have been 
converted into copy, thus: 

“More than 300,000 women have 
already bought and tried Sqare Deel. 
They’re telling friends about it with 
' delight, with enthusiasm. 

“Not only because the Giant Can 
gives twice as much cleanser for the 
money. Not only because Sqare Deel 
is the smoothest cleanser they’ve 
ever used, therefore absolutely safe 
and scratchless. Not only because it 
is gentle to the hands. But even 
more important, because _ these 
women have tried it on the greasi- 
est, most stubbornly stained roasting 
and frying pans, silverware, sinks, 
bowls, bathroom walls—and found 
that it SAVES THEIR STRENGTH. 

“That is because Sqare Deel is an 
uncopyable formula which cuts all 
dirt with amazing speed, leaves sur- 
faces glistening, sweet and clean 
with fewest possible motions.” 

At introductory points, weekly 
cash prizes are offered for “house- 
cleaning hints’ mailed to the com- 
pany. 

F. J. McDonough is salesmanager, 
and C. C. Winningham, Inc., Detroit, 
the agency. 


Hughes Wins Promotion 


Edmund A. Hughes has been pro- 
moted to district advertising man- 
ager of B. F. Goodrich Rubber Com- 
pany, with headquarters in the Al- 
bany, N. Y., branch. 


"SAVES YOUR STRENGTH" 


Your sink will be WHITER 
bathroom WAGHTER 

ww is and youll 

SAVE YOUR STRENGTH 


\ 
: \ GIANT CAN ] it 
T's IGHES TALL 


SAVING TOUR STRENCT®. Before 
yous vers ull oe at male 
aay Ube greases, ubboreest same 
aod dart =ub (event poseable motions 
Vet Sqare Ue a abeolutely aie be 
caer 1 mo semeuth so grutle to heads 
ut 


SQARE DEEL CLEANSER 


Saver. 1000 Wletiorns 


Detroit Club 
Celebrates Its 
27th Birthday 


Detroit, Mich., Dec. 14.—Four 
hundred members celebrated the 
27th birthday of the Adcraft Club of 
Detroit with an “old-timers” lunch- 
eon last week-end in Hotel Statler. 
A feature was the presentation by 
Harvey Campbell, executive vice- 
president of the Board of Commerce, 
of an oil painting of Henry T. Ewald, 
president of Campbell-Ewald Com- 
pany and a past president of the 
club. 

E. LeRoy Pelletier, first advertis- 
ing manager of Ford Motor Com- 
pany, and guest of honor, told the 
“young timers” that present-day ad- 
vertising is “all wrong because the 
tendency is to make a flank attack 
rather than the well known, success- 
ful and approved frontal attack. 

“Some companies are spending 
millions in advertising to make some 
other fellow’s star performer a big 
success,” he declared in discussing 
testimonial copy. “It’s all wrong. 
We should return to the funda- 
mentals taught us in the early days 
of advertising. Advertising should 
sell directly to the consumer.” 

Entertainment, prize contests and 
other interest-catchers, he said, were 
admissable only as auxiliary means 
of focusing attention; but goods can 
be sold. he maintained, only by di- 
rect, pleasant, vigorous statement of 
the value and use of the product 
offered. 


Extend Sinclair Campaign 


Because of the success of the cur- 
rent direct mail campaign of Sinclair 
Refining Company, New York, the 
campaign will be extended through 
1933, the company has announced. 


Kenyon Receives Office 


Hallas Kenyon, for several years 
art director of Wales Advertising 
Co., New York, has been appointed 
vice-president. 


nh ett YS ee i 


Scribnerites are not getting set to buy. They have 
been buying right straight through the past 36 
months. You can win their faith by honest. per- 
sistent advertising. 
want to send out a lot of free samples, don’t use 


If you want coupons ; if you 


Scribner’s. 


BUS RIDERS 10 
DECIDE ON COPY 


Cleveland, O., Dec. 15.—The extent 
of 1933 advertising for Greyhound 
Management Company, as well as the 
types of mediums to be used and the 
appeals to be featured, will depend 
to a large extent upon the results of 
two questionnaires which have been 
circulated by the company, and 
which are now being tabulated by 
Beaumont & Hohman, the company’s 
agency. 

The first questionnaire, distributed 
to passengers by drivers, was devoted 
primarily to questions which might 
help the company determine the most 
effective mediums for its copy. 

After asking the starting point and 


: the destination of the passenger, and 


whether the trip is for business or 
pleasure, the questionnaire discusses 
advertising: 

“How did you learn of Greyhound 
lines? Newspaper ad . . . magazine 
ad... saw depot. . . friend told? 

“Why did you select the Grey- 
hound Lines? Reputation . . . econ- 
omy recommended by friend 

. see country?” 


Ask Other Questions 


Other questions ask about the fre- 
quency of the passenger’s bus trips, 
other lines patronized, and whether 
Greyhound buses travel too fast or 
too slow. 

Returning to advertising, the ques- 
tionnaire asks: “Do you see Grey- 
hound advertising often? Where? 
Did you listen in on the Greyhound 
radio program last spring? Regu- 
larly? What station? Did you like it? 

“Which form of advertising at- 
tracts you most, magazine, newspa- 
per or radio? What are your three 
favorite magazines?” 

The other questionnaire. which 
asked similar questions, but which 
also sought the opinions of non-bus 
riders, was filled out by investigators 
in a house-to-house campaign, taking 
in various classes of homes. Its pri- 
mary purpose was to determine the 
most effective methods of selling bus 
transportation to classes not now 
sold on this method of travel. 


Coffee Men Select 


Campaign Managers 


The $1,000,000 cooperative coffee 
campaign recently authorized by the 
National Coffee Council of Brazil will 
be directed by a committee composed 
ot four men from the Brazilian- 
American Coffee Promotion Com- 
mittee and four from the Associated 
Coffee Industries of America, Inc., 
with a ninth representing both 
groups. N. W. Ayer & Son, Inc., 
Philadelphia, is the agency. Com- 
mittee members are: 

Berent Friele, president American 
Coffee Corporation, who represents 
both groups; Sebastiao Sampaio, 
Consul General of Brazil; David N. 
Walker, Arbuckle Bros.; James F. 
Brownlee, vice-president, General 
Foods Corporation; W. Miles Ryan, 
president, Ryan Coffee Company; 
Traver Smith, vice-president, Stand- 
ard Brands, Inc.; Carl Stoffregen, 
president, Steinwender, Stoffregen & 
Co.; Theodore Pfeil, vice-president, 
Hard & Rand, Inc.; Lot Boardman, 
vice-president, William S. Scull Com- 
pany. 


Lehn & Fink Will 
Revalue Trademarks 


Edward Plaut, president of Lehn 
& Fink Products Company, has asked 
stockholders to vote Dec. 28 on pro- 
posals to write down to $1 the value 
ot trademarks now on the books at 
$7,968,539 and to change the capital 
stock from no par to $5 par value. 

The change in capital stock is ex- 
pected to reduce taxes and save stock 
transfer taxes. It will give the com- 
pany a stated capital of $2,095,830 
and earned of approximately $2,500,- 
000. Earnings for the first nine 
months are in excess of the $2 divi- 
dend requirements on capital stock 
for the full year. 


Keefauver Joins Agency 

R. C. Keefauver, formerly with 
Don Watts, Inc., Tulsa, Okla., has 
joined the copy department of Bozell- 
Jacobs agency, Omaha, Neb. 


The Newest Idea 
in Holiday Gifts 


Holyoke, Mass., Dec. 15.—To 
help plumbing contractors cash 
in on some of the gift business, 
Cc. F. Church Manufacturing 
Company is furnishing a spe- 
cial gift unit of three toilet 
seats, attractively wrapped in 
red, green and silver cello- 
phane. Each seat is packed in 
an embossed lavender’ box. 
Material for a window trim is 
supplied with each order. 


New Lingerie 
Given Name of 


Arden’s Brands 


New York, Dec. 15.—Many years 
of dignified and effective advertising 
of Elizabeth Arden’s services and 
line of Venetian toilet preparations 
have placed this house in the en- 
viable position where manufacturers 
of other products are seeking to 
share its prestige, while further 
strengthening it. 

Several manufacturers of lingerie, 
for instance, have developed shades 
harmonizing with Elizabeth Arden 
cosmetics. The advertising will be 
done in large part by authorized re- 
tail outlets, with all of the benefi- 
ciaries sharing the cost. 

In Chicago, Mandel Brothers pre- 
sented the new line in a conspicuous 
position on one of its regular Sunday 
pages. The copy announced a sale 
of lingerie, “every piece a wonder in 
fashion and price. Dainty in Eliza- 
beth Arden powder tints.” Evidently 
designed to appeal to both men and 
women, it continued: 

“Lysetta is the shade to buy if 
your gift is for a blonde. Rosetta is 
the Elizabeth Arden powder tint for 
brunettes. The kind of silk lingerie 
you prefer to wear yourself and the 
kind your friends will be delighted 
to receive.” 


O. G. Alexander Heads 


Financial Chapter 


O. G. Alexander, Bank of Man- 
hattan Company, was elected presi- 
dent of the New York chapter of the 
Financial Advertisers Association 
Tuesday. He succeeds Robert W. 
Sparks, Bowery Savings Bank. 

Alden B. Baxter, American Bank- 
ers Association Journal, was named 
vice-president, and three special vice- 
presidents were chosen to direct 
preparations for receiving the na- 
tional convention in the fall of next 
year. They are John Donovan, Cen- 
tral Hanover Bank & Trust Com- 
pany; Roland Palmedo, Lehman Bro- 
thers, and Don G. Price, Franklin 
Savings Bank. 

Tracy M. Purse, The Purse Com- 
pany, is secretary, and Anne H. Sad- 
ler, Bank of Manhattan Company, 
treasurer. Directors are Lillian A. 
Backus, Greater New York Savings 
Bank; Amos R. Bancroft, First of 


Boston Corporation; Leopold A. 
Chambliss, Fidelity Union Trust 
Company, Newark; Arthur De Be- 


bian, Chase National Bank; Richard 
F. Dunham, Rand, McNally & Co.; 
Murray R. Schwerens, World-Tele- 
gram, and Mr. Sparks. 


Hotel Paper in C. C. A. 


Effective with its January issue, 
Hotel World-Review, New York, 
weekly hotel news publication, will 
adopt the selective circulation plan, 
and will become a member of C. C. A. 
Hotel Management, monthly, will re- 
main on a paid circulation basis. 
Both papers are published by Ahrens 
Publishing Company. 


Procter & Collier 
Add Two Clients 


The Procter & Collier Company, 
Cincinnati, has been appointed by the 
Lawrenceburg Roller Mills Company, 
Lawrenceburg, Ind., Town Talk 
Flour, and Dayton School of Avia- 
tion, Madison, Ind. 

Newspapers will be used for both 
accounts. 


Hamm Names Greve 
Hamm Brewing Company, St. Paul, 
Minn., has placed its account with 
Greve Advertising Agency, St. Paul. 


RECLAIMED OIL 
ISBETTERTHAN 
NEW, IS CLAIM 


New York, Dec. 15.—A report read 
to the annual meeting of the Amer. 
ican Society of Mechanical Engi. 
neers last week, in which it was 
claimed that reclaimed oil is a better 
motor lubricant than new oil, 
touched off a bombshell in petroleum 
marketing circles, while newspaper 
publicity created intense interest in 
the subject on the part of consumers, 

Despite the introduction of con. 
siderable data, the findings of the re. 
port’s authors, William F. Parrish, 
chairman of the lubrication engineer. 
ing committee of the A.S.M.E., and 
Leon Cammen, consulting economist, 
were heatedly disputed by represen- 
tatives of oil companies. Some pre. 
sented contradictory data, while 
others characterized the report as so 
amazing as to be doubtful. 

Conclusions advanced by the re- 
port are that dirty oil drained from 
automobile crankcases, when prop- 
erly cleaned, makes a far more effi- 
cient motor lubricant than new oil, 
resulting in more power, greater 
gasoline mileage and a tremendous 
saving in oil cost. The paper also 
demonstrated the unique possibilities 
along the scientific route to adver- 
tising themes. 


Contains Sludge 


“New oil contains a quantity of 
sludge which holds back lubrication,” 
asserted Messrs. Parrish and Cam- 
men. “This sludge fills up the metal 
with a_ slick, impervious material 
which prevents ‘the free absorption 
of oil into the metal,’ or the forming 
of a film on the metal’s surface. 

“When old oil is drained, filtered 
and cleaned and then put back in the 
engine, it flushes out the deposits of 
sludge in the metal and does not 
permit the sludge coating to form 
again. The perpetual re-forming of 
film can then go on without new 
sludge being formed.” 

The report included a description 
of a process for “desludging” new 
oil, and many records of compara- 
tive performance of automobiles and 
airplanes using new and reclaimed 
oil. 


ow wn Club to Be 
Host to Children 


Milwaukee, Wis., Advertising Club 
will entertain 100 poor children at a 
Christmas party, Dec. 23, at which 
entertainment and gifts will be the 
order of the day. Harold O. Leiser, 
advertising manager, Walter Booth 
Shoe Company, and vice-president of 
the club, is in charge. 

The regular Christmas party of the 
club was held Dec. 17, with members 
of the Women’s Advertising Club 
joining in the festivities. 


School Paper F ormat 
Changed; Rates Cut 


School Management, New York, 
will change its format to miniature 
newspaper style, with a type page 7 
by 10 inches, and the page rate will 
be reduced to $145 on annual con- 
tract, effective with the February, 
1933, issue. 

Editorial material will consist of 
news and digests of articles appear- 
ing in educational publications. 


Macfadden Penny 


Restaurants Expand 


The third restaurant of the chain 
operated by the Bernarr Macfadden 
Foundation opened this week at 125 
West 26th St. 

The project, which provides those 
of small means with nourishing meals 
at a cost of a few cents, has been 
highly commended by the public, city 
officials, social workers and scien 
tists. 


Dealers Fight Sales Tax 


Polled by the National Retail Dry 
Goods Association, New York, mem- 
bers declared themselves opposed to 
all forms of the sales tax, as well as 
the Federal excise levies on manu 
facturers. 
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The Great American Tragedy 


There is no irony in this page. Nor is the term 
“Social Front” used as a term of derision. 


The Chinese have had a phrase called “keeping 
the face” which they have used for many cen- 
turies. And “keeping the face” has probably been 
responsible for that fine backbone of integrity and 
body of culture which our Occidental world has 
come to associate with that very old Oriental race. 


Here in America we have been building up for 
some time what we have learned to call socio- 
logically, our “Social Front”, a very close parallel 
to the Chinese idea of keeping the face, and not 
to be confused for a moment with our comic strip 
idea of “putting on the dog”. 


This Social Front has been responsible for the 
books that we read, the theatres we attend, the 
leisure, social hours that we spend in one another’s 
homes. 


And it is in this group, so largely responsible 
for the cultural standards of our ‘‘Social Front’, 
that the great American tragedy has occurred, 
a tragedy that is breaking down all the stand- 
ards of living that have been in the building for 
a quarter of a century. 


This is the group that has been hardest hit, and 
it is the second largest group in our American life. 


This is the group that fits in between the thin 
layer of capital at one end of our social scale and 
the great mass of labor at the other. They are the 
people of positions who naturally have a “posi- 
tion” to maintain. “White Collars” labor used to 
call them in the days of social strife. In reality 
they are the people that we (the great majority 
of the readers of these pages) know. Many of us 
are the ones it is happening to. 


So the story of this great American tragedy is 
not hard to tell and certainly not very hard to 
understand. 

x *«* *&* & * 


Salaries and earnings along the Social Front in 
many cases have been cut out entirely and in 


practically all cases have been cut more than in 
any other group. Because here is where over- 
head could be reduced the most. 


But not a soul in America has taken into con- 
sideration that this Social Front has had to carry 
the burden of our entire social status. 


The Social Front has had to pay far more for its 
housing than wage-earning America, or even than 
capitalistic America in proportion to income. Its 
own homes have been better so its taxes have been 
higher. In fact, it has carried the greater part of 


of the “Social Front” 


the burden of tax. Its life insurance has been 
greater, its clothing cost has been higher, its inter- 
relation in all of its social exchanges has been far 
more expensive. And in addition to all of its estab- 
lished run of household overhead, it has tried to 
maintain its “position” as usual and keep its chil- 
dren in their schools and colleges. 


Until today, the whole structure of this Social 
Front is at the breaking point. 


+ a x * 


In college Field Days, when it came to the quar- 
ter-mile race, we used to say that a runner ran the 
first 220 yards on his wind, and the last 220 on 
his nerve. But what we have been going through 
since 1928 has not been a 440-yard dash, but a 
grueling three-mile race, in which most of the 
runners along the Social Front have long since 
exhausted both wind and nerve. 


* * * * * 


If evidence of this situation were necessary, 
there is plenty of it. Practically all of the buying 
along the Social Front has evened off or dropped 
below the level of the wage-earning homes. 
Along that Social Front every pantry now carries 
its unknown and cheaper brands, every bathroom 
shelf its substitutes. 


Today, wage-earning America with all of its 
own unemployment, must not only carry the bur- 
den of whatever mass production remains, but 
must also take up the slack along the entire 
Social Front. Factory production along any mass 
scale hasn’t a chance of continuing without it. 


True Story Magazine publishes this page in the 
interests of that Social Front, for we have ail long 
since learned the lesson that we are all in the 
same boat. No single group can prosper fully 
without the others. 


True Story Magazine happens to be practically 
alone in its field, reaching every month some two 
million of America’s wage-earners who are still 
employed, and well employed. We know this 
beyond any question of doubt because they buy 
our magazine on the newsstands from month to 
month. And when they are out of a job, or when 
they are on part time and the purse has tightened 
up, they mighty soon stop buying it. 


But even alone in this field as we are, we know 
that wage-earning America cannot do this job 
—alone. Now, as this nation comes out of its three- 
year slump, we must not neglect the vital neces- 
sity of increasing the income of the salaried 
worker who carries the standard of America’s 
Social Front. 
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H. J. CUNNINGHAM 
TAKES OWN LIFE 
WHILE DERANGED 


Chicago Avency Head Noted 
for Work for Nash 


Chicago, Dec. 15.—While suffering 
from temporary mental derangement 
as the result of illness, Howard J. 
Cunningham, president of Green-Ful- 
ton-Cunningham Company, shot and 
fatally wounded himself at the agen- 
cy’s offices at 360 N. Michigan Ave- 
nue Monday evening. He died two 
hours later at Henrotin Memorial 
Hospital. 

Mr. Cunningham was 41 years old. 

Funeral services were held 
Wednesday, many of Mr. Cunning- 
ham’s associates and friends in the 
advertising field attending. 

Mr. Cunningham is survived by a 
widow, Inez, talented Chicago news- 
paper woman, who formerly served 
as art critic of the Chicago Evening 
Post and now conducts a column in 
the Chicago Herald and Examiner. 

The advertising man himself was a 
graduate of the newspaper field. 
After leaving the University of Chi- 
cago, he joined the advertising de- 
partment of the old Chicago Record- 
Herald. From that paper he went to 
the Carl M. Green Advertising 
Agency in Detroit. 


Moved to Chicago 


It was this agency which later be- 
came the present Green-Fulton-Cun- 
ningham Company, moving to Chi- 
cago during this expansion period, 
with Mr. Cunningham as secretary- 
treasurer. It was at about this time, 
too, that Nash Motors Company was 
formed, with the aggressive new 
agency placing its advertising. In 
spite of subsequent changes in per- 
sonnel, the agency has retained this 
account for more than ten years, at- 
testing both to its efficiency and C. 
W. Nash’s belief that it is a serious 
error to change horses too often. Mr. 
Nash, it is said, cashed in on this 
theory even in 1931, when only two 


automotive manufacturers were able 
to avoid the use of red ink. 

Mr. Green retired from business in 
1921 and eight years later Mr. Cun- 
ningham bought the interest of 
James Fulton and became president, 
while continuing as treasurer. 


Handied Nash Account 


He devoted his personal attention 
to the Nash account from this time 
on and a warm friendship sprang up 
between him and Mr. Nash. The lat- 
ter is said to have held an almost pa- 
ternal affection for the successful 
young advertising executive. When 
apprised of Mr. Cunningham's seri- 
ous condition, Mr. Nash left Kenosha 
for Chicago at once. 

Another important account serv- 
iced by the Green-Fulton-Cunning- 
ham Company is Fitzpatrick Bros., 
Chicago, Kitchen Klenzer and Auto- 
matic Soap Flakes. 


Copy in Comics 
Gets Big Test 
By Cold Remedy 


St. Louis, Mo., Dec. 15.—Advertis- 
ing in the comics is now being asked 
to sell cold remedies. Paris Medicine 
Company recently used a page in 
four colors, in Puck, the Comic 
Weekly, to describe the pleasant sur- 
prise of the man who cured a cold 
overnight. The copy ended with a 
coupon worth ten cents on the pur- 
chase of a 30-cent box of Grove’s 
Laxative Bromo Quinine. 

The test, ending today, is one of 
the largest conducted, at least in the 
comics, by a product of this type. It 
is based in part on the assumption 
that the comics reach the whole fam- 
ily. While the copy appears in the 
comic section, it is in reality not a 
comic strip, merely being conversa- 
tional in style. 

The hook of a coupon worth ten 
cents is not as sensational as it ap- 
peared at first blush. The company 
estimates that it will receive for re- 
demption only about 60 per cent of 
the coupons actually cashed by con- 
sumers. Dealers receiving only a 
few coupons often do not take the 
trouble to return them to headquar- 
ters. 

Stack-Goble Advertising Agency, 
Chicago, handles the account. 


x 


Cal 


LIFE looks at the century mark! With fifty well- 
lived years behind it, LIFE turns to the next fifty 
in the same spirit it began. 


Older in years, LIFE is editorially younger 
than ever —the journal of presentday youth! To 
the wise advertiser this means placing his layout- 
and-copy before an audience that (while looking 
at LIFE) is always in a mood as receptive as pos-__. 
sible to that highly-visible salesman-in-print, his | 
advertisement. Start LIFE’S second half century 
by gearing your 1933 campaign to the LIFE reader 
— to the new eraof sales promotion — to the 
modern principle of marketing with a chuckle’ | 
and selling with a smile. 


Lif’e 


60 East 42nd Street, New York 


Jub, 


THE SAD DEMISE OF A SHAVING BRUSH 


One of the many thousands of shaving brushes traded to the Fros- 
tilla Co., Elmira, N. Y., by enthusiastic new users of Frostilla Brush- 
less Shave in return for another tube. The deal is offered in package 
inserts. Lawrence C. Gumbinner Advertising Agency, New York, 


directs Frostilla advertising. 


Hills Brothete’ 
New Plan Makes 
Potent Appeal 


New York, Dec. 15.—Hills Brothers 
Company, which announced last 
week that it will match every pur- 
chase of Dromedary Dates with a 
free package for the needy, has 
made a powerful appeal to present 
public psychology, advertising ex- 
perts believe. 

Periodicals of every type are ex- 
erting powerful pressure in behalf of 
the destitute, but many readers are 
unable to respond because of their 
own straightened circumstances. The 
opportunity to help others, without 
any direct sacrifice, will appeal 
strongly to this class, insuring the 
creation of thousands of new users 
of dates. 

The labels from the purchased 
package will be sent to the Salvation 
Army, which has been designated as 
the official agency to exchange the 
trade-mark for a new package and 
distribute the food to the poor. 

This year’s date crop was unusu- 
ally large and Hills Brothers loaded 
up their jobbers in a free deal. The 
charitable angle insures that the sup- 
ply will be moved off the shelves by 
Jan. 1, the time limit set, and new 
users made both among those now 
able to buy and those who will again 
become paying consumers at some 
future time. 

Radio and newspapers will herald 
the offer to the public. 


To Make Survey 
of Cigar Industry 


Another forward step in the possi- 


ble co-operative advertising of cigars |" 


was taken last week when Trade- 
Ways, Inc., New York, was named 
by the Committee on Research to 
make a thorough survey of the in- 
dustry and the consumer market. 

Much will depend upon the results 
of this survey and the recommenda- 
tions of the investigators. 


Advertise Ice Cream 


Hosler-Trojan Ice Cream Company, 
Troy, N. Y., operating a number of 
ice cream plants in New York and 
New England, has placed its account 
with Moser, Cotins & Brown, Inc., 
Utica. 


Start Radio Gebidie for 


Proprietary Products 


Proprietary Radio Service has been 
organized at 507 Fifth Ave., New 
York, by Arthur G. Montagne, for- 
merly eastern merchandising man- 
ager for station WLW, Cincinnati, 
and Byrne Bauer, well known agency 
executive. 

The organization will function as 
radio station representatives, but 
will confine its activities to propric- 
tary products. 


Radios to Meie . 
New RMA Seals 


RMA has copyrighted a new seal 
which will be placed on sets made 
by members of the association which 
have been approved by the RMA En- 
gineering Institute. Wide-spread use 
of the new seals is expected before 
Christmas. 

Plans for publicizing the value of 
the new seal to dealers and public 
are now under way. 


County to Advertise 


An advertising campaign to stress 
the advantages of Middlesex County, 
Conn., for summer vacationing is 
planned by the newly-formed Middle- 
sex County Publicity Association. 
John S. Rankin, Centerbrook, is gen- 
eral chairman of the organization, 
and Mabel T. Dugan, executive vice- 
president, Middletown Chamber of 
Commerce, is secretary. 


Buckley in Milwaukee 


The weakest link in the chain of 
advertising is the method of han- 
dling inquiries, Homer J. Buckley, 
president, Buckley, Dement & Co., 
Chicago, told members of Milwaukee 
Advertising Club attending the club’s 
lecture course last week. 


Heads Type Founders 


Thomas R. Jones has resigned as 
vice-president and general manager 
of Harris-Seybold-Potter Company, 
Cleveland, to become president of 
American Type Founders Company, 
Jersey City, N. J. He succeeds Joseph 
F. Gillick, who retired because of ill 
health. 


Joins Detroit Agency 

Josephine M. Lauth, formerly a 
member of the publicity department 
of Frigidaire Corporation and the 
copy staff of Geyer Company, Day- 
ton, O., has joined the publicity de- 
partment of Brooke, Smith & French, 
Inec., Detroit. 


N.Y. POLICE COPY 
DECRIES PAY CUT 


New York, Dec. 14.—Alarmed over 
the certainty that the Legislature 
will shortly amend the municipal} 
Home Rule Act so that it will not be 
necessary to submit a local law re. 
ducing the salary of a city officer or 
employe to the electorate and the 
possibility that their salaries will be 
promptly reduced as a consequence, 
local police, organized in the Patrol. 
men’s Benevolent Association, Inc, 
have turned to advertising to enlist 
the public’s moral support in their 
behalf. 

For the time being, the patrolmen 
will rest their side of the wage con- 
troversy with the 1470-line advertise. 
ment which appeared in all dailies, 
English and foreign, last week. Copy 
was prepared by the H. W. Fairfax 
Advertising Agency, Inc., which has 
served the association in former em- 
ergencies. 

The organization last had recourse 
to advertising about two years ago 
when the Seabury investigation dis- 
closed that certain officers were pay- 
ing for apartment houses with money 
extorted from women framed on vice 
charges. The ethical members of 
the force were enabled to hold up 
their heads proudly again when ad- 
vertising appeared to explain that 
the evil doers comprised only an in- 
finitesimal few of the city’s 20,000 
“finest.” 

Calls Cut an Injustice 


The special session of the Legisla- 
ture which prompts the newest ad- 
vertisement was called following the 
requests made in August by civic or- 
ganizations crusading for economy. 
Incorporated as a separate element 
of the advertisement is an open let- 
ter addressed to the Governor at 
that time by the State Police Confer- 
ence which sets forth specifically 
why any amendments to the Home 
Rule Law would be inadvisable in the 
first place and a singular injustice to 
police officers in the second. 

Addressed, “To the Good People of 
the City of New York,” the adver- 
tisement asks that the facts relating 
to the salary controversy be judged 
calmly, mentions examples of the 
civic mindedness of the police and 
their susceptibility to the pleas of 
charity, reminds the citizens that the 
force agreed to accept a temporary 
reduction during the city’s financial 
emergency, and smooths those who 
may be harboring a grudge with a 
reference to obnoxious laws which 
the police are compelled to enforce. 

If the salary reduction is effected, 
and it appears almost certain that it 
will be, the association plans to 
adopt new defensive measures of 
which advertising will be a part. 


Trade Commission 


Seeks Added Power 


In its annual report to Congress, 
the Federal Trade Commission sug- 
gests an amendment to the act under 
which it functions, which will set at 
rest any doubt as to the Commis- 
sion’s authority to subpoena wit 
nesses and to procure documentary 
evidence. 

It also seeks legislation to “re 
move any existing doubt” of its au 
thority in investigating alleged vio 
lations of the anti-trust acts. 


Tanbara Wins Promotion 


Earl K. Tanbara, formerly assist 
ant advertising manager, Dollar 
Steamship Lines, San Francisco, has 
been named advertising manager. 
succeeding Herbert Hilscher, Tr 
signed. 


Re-Appoints Agency 
Florists’ Telegraph Delivery Ass” 
ciation, Detroit, has re-appointed 
Brooke, Smith & French, Inc., De 
troit, for the coming year. 


Is Representative 
The Folks on Gospel Hill, Mario. 
O., business stationery, have 4a) 
pointed John Stebbins, 2010 Foster 
Ave., Chicago, as Chicago representa 
tive. 
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mi THE LITERARY DIGEST ANNOUNCES 


= No other magazine can be so close as The 
ver ae Literary Digest to the American pulse. Scan- 
+ ning every issue of thousands of important 
a7 newspapers and periodicals — consulting high 
a authorities—conducting nation-wide polls—The 
Digest and its readers are sensitive instantly 


ia to every trend, aware of every main fact. 
Our own business policy reflects this sensitiveness. 


sso Last year we led in adjusting advertising rates 


by making a sweeping cut of 25 per cent. 


2 Now; alert to new conditions, we lead again in 
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adjusting cireulation 


We are the first deliberately to adapt circulation to the eco- 
nomic trend. 


It is the part of wisdom to recognize that magazine sales when 
pushed to the peak are too costly to maintain. We could 
hold up our level of 1,400,000. For 11 years (1921-’31 in- 
clusive) we averaged Net Paid 1,318,420 copies per week. 
But we have unmistakable evidence, as all producers have, 
that the nation’s buying power is sharply reduced. A circula- 
tion held up to the former level would inevitably have lower 
buying power per reader. 


We know that many old friends cannot buy The Digest now 
at $4, and we cannot sell it for less. Therefore, we shall reduce 
our total circulation, and by a margin of safety so wide as to 
permit us to resume our upward climb when the turn comes. 


We agree to average 


for 192323 


Our decision retains those million readers who have the 
greatest buying power (see 4th page). People buy The 
Digest because they want it and renew because they find 
they need it. 


Nobody pleads in person for The Digest subscriptions and 
mail order buyers are very frank and free to act. More than 
80% of The Digest distribution is secured through the mail 
and no system of circulation building produces a more nat- 
ural reader or is so sensitive to actual buying power. 


So we retain the best million. And the advertiser will pay 
only for that million. 


Leading again, we now cut our page rate from $3000 
SEE, anja wk se: He ar. ke kK + 4 ee KO 


one million copies per week 


Dec 
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“maintaining schedules 


Better value for less money makes sales at less cost. Many 
sales managers must base 1933 appropriations on 1932 vol- 
ume. They do not want to cut schedules, to be less in the 
public eye. Yet they must reduce expenditure. The Digest 
enables them to maintain their schedules unbroken. The fol- 
lowing table shows how The Digest has kept pace with 
changing economic conditions. 


C ) 


The 1931 rate was 13 pages at $4,000 — $52.000 
| The 1932 rate was 13 pages at $3.000— $39,000 -) 
\. The 1933 rateis 13 pages at $2,400 — $31,200 


The Digest is now selling space at the lowest price in 15 years 
—lowest per page, lowest per line per thousand circulation. 
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e the prestige of accuracy 


The readjustment comes just at the moment when the prestige 
of The Digest has reached a new high. 


The 1932 Presidential Poll forecast the result of the election 
within two votes. Our straw ballots indicated that Roosevelt 
would carry the nation by 474 electoral votes to 57. The final 
result was 472 to 59—99.6% correct. That the net result so 
accurately foretold the actual decision is an extraordinary 
evidence of Digest thoroughness. 


People take Che Digest because they want thoroughness, a 
broad sweep of opinion, impartiality and accuracy. The suc- 
cess of the 1932 poll has once again assured them that this 
is what they get. ge eg ee ne 
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> the best million 


Now most recent 1932 evidence confirms this strong state- 


to produce and to maintain a type of reader that is best by 
every test. 


Space buyers who depend upon impartial authorities to help 
them form an opinion of circulation are asked 


Have you seen the Percival White 1932 Tab- 
ulation of 14 Magazines? We quote as follows: 


“The Digest has the highest percentage of readers in ‘A’ 
class homes, and the highest percentage of readers in ‘B’ 
class homes. 


“The Digest has the highest percentage of readers owning 
automobiles. It is the highest of the weeklies in recent pur- 
chases of all automobiles.”’ 


“The Digest stands highest of the four weeklies in percentage 
of owners of automatic refrigerators.” 


“Occupationally The Digest readers stand at the top. They 
rank highest in the class of major executives, proprietors, part- 
ners and professional men.”’ 


“Digest readers apparently have more money to spend than 
readers of other magazines.” 


» at the lowest rate 


Have you seen the latest and most complete report on “Media 
Effectiveness” made by Dr. Daniel Starch? A most valuable 
section of this report, covering 13 leading magazines, has 
this heading: 
Cost per page per thousand readers 
per $1,000 of income 


In this table The Digest stands lowest of all magazines in 
page cost—so impressively low that the next magazine is 
33-1/3% higher. 

And that was at 1932 rates. 

The 1933 rates, effective January Ist, are reduced still 
further in anticipation of the reduction in circulation that 
will retain the best million at the lowest rate ever quoted. 
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ment. For 43 years our circulation methods have continued | 
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ALL NEWSPAPERS 
ARE COCK-EYED, 
SAYS COL. KNOX 


Predicts Reader Must Bear 
More of Cost 


Chicago, Dec. 15.—If the wrangle 
over war debts results in closing 
some markets to the United States, 
it can still live and work back to 
prosperity without assistance, Col. 
Frank Knox, publisher, Chicago 
Daily News, told a joint meeting of 
the Chicago Advertising Council and 
the Chicago Financial Advertisers at 
Marshall Field & Company yester- 


day. 
Col. Knox asserted that at the 
peak of the country’s prosperity, 


only 7 per cent of its merchandise 
went into export channels, and he 
concluded that this country can reach 
93 per cent of its former happy con- 
dition regardless of any reaction 
from international debts. 

The publisher was introduced to a 
large audience by Fred Mathison, 
Security Bank of Chicago, president 
of the Financial Advertisers. 

“I am bold enough,” he said, “to 
prophesy that the worst of our de- 
pression is over. I am looking for- 
ward to a greater, more widely dif- 
fused and saner prosperity than this 
country has ever before enjoyed.” 

Col. Knox made the startling as- 
sertion that while advertising agen- 
cies have properly emphasized the 
importance of copy and marketing 
plans, they have committed the error 
of relegating the selection of media 
to subordinates. 


Personal Knowledge Needed 


He said that this was responsible 
for too much “buying out of the 
book” during the boom, without any 
personal knowledge of the rank held 
by newspapers in their respective 
communities. A closer study of 
markets and mediums is essential to 
sound advertising, he said. 

He made his audience sit up and 
hold to their chairs when he said the 
newspaper business is ‘“cock-eyed,” 
and so are all others, if any, that sell 
their product at a loss in order to 
make a profit on a by-product, which 
happens, in this instance, to be ad- 
vertising. He said some of the larg- 
est advertisers in the country are 
studying this situation. 

“I am looking forward to the day,” 
he said, “when the reader will be 
asked to bear a higher proportion of 
the cost of producing a periodical. 
Circulation will come down and 
there will be less duplication. Circu- 
lation figures will mean considerably 
more when this time arrives.” 

Harking back a year or so ago to 
the period during which he con- 
ducted an anti-hoarding campaign 
for the Government, Col. Knox said 
his experiences then indicated that 
there is a tremendous job for adver- 
tising to perform. 


Banks Are Blamed 


“That campaign brought home to 
me the abysmal ignorance of the 
public about credit and allied sub- 
jects,” he said. “And banks did noth- 
ing to create an enlightened public 
opinion.” 

He said the majority of banks took 
the attitude that such topics are 
heyond the comprehension of the 
average man. 

“My own discovery has always 
heen,” asserted Col. Knox, “that the 
average intelligence is a lot higher 
than we think.” 

He said the only safe policy for 
banks is one of unreserved frank- 
Ness. The public should be taught 
that 50 billion dollars on deposit in 
local banks means only 5 billion in 
actual money and that if everyone 
insists on getting his money at the 
Same time, only one in ten can be 
Satisfied. 

The public needs to learn that the 
Whole country operates primarily on 
credit, he said. Failure to realize 
this led many to act in such a way 


that they threatened to destroy both 
themselves and banks. 


Public Must Learn 


This responsibility is that of all 
advertising, and not merely that of 
financial institutions, said the 
speaker. 

He criticised department stores for 
excessive emphasis of price, and said 
the 1933 slogan might well be “Back 
to Quality and Prosperity.” 

He concluded with the assertion 
that there is a huge, unsatisfied de- 
mand for merchandise among those 
able to pay for it. All that is now 
needed to end the depression is con- 
fidence and courage. They will come 
back overnight, he said, and adver- 
tising can play an important role in 
hastening the day. 


Chain Sponsors 
Longest Remote 


Control Program 


Chicago, Dec. 15.—With the long- 
est remote control broadcast ever at- 
tempted, Station WGN closed its 
football season Saturday by giving 
its audience the University of South- 
ern California-Notre Dame game 
from Los Angeles. 

Walgreen Company, drug chain, 
sponsored this broadcast, as well as 
all other out-of-town football games 
covered by WGN this fall. It is re- 
ported highly pleased with its ex- 
periment, despite the fact that wire 
charges alone for the U. S. C. game 
approximated $3,000. 

In the Los Angeles broadcast, 
Walgreen extended mention to a 
number of nationally advertised pro- 
ducts, including RCA Radio Tubes, 
Dr. Scholl’s Food Products and Koly- 
nos Tooth Paste. These lines bore 
none of the cost, it is said. 

A bit of history in connection with 
WGN’s football coverage is that it, 
with Walgreen, made overtures to 
broadcast the Army-Navy game, but 
Army declined to sanction an alli- 
ance with commerce. 

Walgreen has apparently reached 
the same conclusion as many other 
radio advertisers—that an attraction 
of overwhelming interest to the pub- 
lic is the only kind that is certain 
to yield dividends. 


Hudson-Essex Account 


Placed With Blackman 


Effective Jan. 1, advertising of 
Hudson Motor Company will be 
placed by the Blackman Company, 
which has opened a Detroit office. 

Mark Wiseman, for 14 years a 
member of the agency firm, has re- 
signed to join the advertising and 
sales department of Hudson Motor 
Company in an executive position. 


Doig Heads Milline Club 


J. Rufus Doig, O’Mara & Ormsbee, 
Inc., was elected president of Milline 
Club, San Francisco organization of 
younger advertising men, at the 
semi-annual election, succeeding Os- 
car Reichenbach, Western Advertis- 
ing. Burt Granicher, McCann-Erick- 
son, Inc., was named secretary, and 
Floyd Sparks, M. C. Mogensen & Co., 
treasurer. 


WLW on Red Network 


Station WLW, Cincinnati, which 
heretofore has broadcast on the NBC 
blue network, has completed ar- 
rangements for also broadcasting 
outstanding features of NBC’s red 
network, John L. Clark, general man- 
ager, has announced. 


Marco Morrow Hurt 


Marco Morrow, assistant publisher, 
Capper Publications, Topeka, Kan., 
suffered a fractured rib Dec. 10 when 
the car in which he was riding col- 
lided with another machine. 


Charles E. Davis Dead 


Charles E. Davis, for seven years 
treasurer of South Texas Press As- 
sociation, died at his home in San 
Antonio, Dec. 4. He was 62 years old. 


Gorham Names Armstrong 


The Gorham Company, Providence, 
R. IL., plated and sterling silverware, 
has placed its account with F. Wallis 
Armstrong Company, Philadelphia. 


HEADS LEGION POST 


Vernon D. Beatty 


Chicago, Dec. 15.—Vernon OD. 
Beatty, of Roche, Williams & Cun- 
ningham, Chicago agency, was re- 
turned to command of Chicago Post, 
American Legion, at its annual meet- 
ing Monday. While he succeeds Har- 
low P. Roberts, advertising manager 
of the Pepsodent Company, he was 
also Mr. Roberts’ predecessor in of- 
fice. 

Mr. Roberts becomes chairman of 
the board of Chicago Post. Herbert 
H. Beck, Rodney Boone Organization, 
was elected first vice-president; Ar- 
thur F. Collins, Crowell Publishing 
Company, second vice-president, and 
Frank G. Stein, Ruthrauff & Ryan, 
third vice-president. 

A. G. Ensrud, J. Walter Thompson 
Company, was named treasurer and 
James Mason, publishers’ representa- 
tive, assistant treasurer. 

Arthur W. Swan, Swan Studios, be- 
comes adjutant, with H. A. Patter- 
son, Illustrated Mechanics, assistant 
adjutant. 

The following were elected direc- 
tors for three-year terms: Victor 
Fabian, Colgate-Palmolive-Peet Com- 
pany; Robert P. Robinson, Lord & 
Thomas; Ernest W. Roscher, St. Louis 
Post-Dispatch; Don Smith, Station 
WBBM; and Horace Denton. 


Western Union 
In New Role As 
Sampling Grows 


New York, Dec. 15.—With adver- 
tisers ending the year with an orgy 
of sampling, the Western Union Tele- 
graph Company is in some cases for- 
saking its original function and be- 
coming entirely a distributing organ- 
ization. It prefers, however, to work 
with manufacturers who are using 
telegrams as part of their sampling 
plans. 

In one instance, Western Union 
boys are being employed to stand on 
busy corners and hand out samples 
of Tums. Sears, Roebuck & Co. will 
distribute their new catalog’ by 
Western Union in one or two cities. 

Kellogg Company, Battle Creek, 
Mich., is utilizing Western Union 
services for distribution of samples 
from house-to-house in some cities. 

In spite of the year-end flurry of 
sampling, the largest oper ation 
handled by Western Union was a 
year ago when it delivered 3,000,000 
“telegrams” for Buick, reaching 
every registered Buick owner in the 
country. 

Second largest was its delivery of 
telegrams and samples of Pepsodent 
to 100,000 dentists. 


“Grit” 50 Years Old 


Grit, Williamsport, Pa., small town 
weekly, celebrated its fiftieth anni- 
versary last week. A testimonial din- 
ner given by the employes to Die- 
trick Lamade, founder and president 
and general manager, was a feature 
of the celebration. 


Publishes 9 Issues 


Effective with the February, 1933, 
issue, College Humor, Chicago, will 
be issued nine times a year instead 
of every month. 


DECEMBER ADVERTISING LINEAGE IN MAGAZINES 


(Lineage figures for additional publications will appear next week) 


Standard 1931 1932 
Atlantic Monthly 18,631 11,497 
Current History ..... 2,901 3,255 
Ee 6,321 2,751 
Harper's Magazine ... 22,305 14,260 

Petal Group .....+- 50,158 31,763 
Flat 
NE: Zilds ou Waes «% 21,413 16,809 
American Boy ....... 13,364 10,495 
American Girl ....... 4,285 2,748 
aac a sé t 06 4.0 3,542 3,058 
Me seek x40 8.64 24,311 12,754 
Se MM ou bse eeee ss 10,843 6,162 
Cosmopolitan ........ 20,213 16,151 
Lae bts cw d'n'y dc acenat 5,058 4,654 
eg eer 1,886 973 
 a6¥ boas onesies 11,098 8,541 
SE > Sa dalntiaw b'6% oo o0 11,292 4,966 
SS eee 8,586 6,405 
Motion Picture ...... 9,933 9,283 
RO ee 9,560 8,768 
PP weccsceedes 11,940 11,588 
Physical Culture ..... 17,433 13,554 
Se 10,756 9,998 
Review of Reviews & 

World’s Work ..... 11,208 7,443 
Sy SND fas cde ee ti 9,839 4,499 
I cn oo sd ew 11,301 10,588 

Total Group ....... 227,861 169,437 
Women’s 
pO eee 21,657 23,871 


| 


Farmer’s Wife ....... 7,388 9,568 
Gentlewoman ........ 3,893 4,604 
Good Housekeeping .. 45,405 36,096 
Harper's Bazaar ..... 54,544 47,551 
py oO PP eee 9,858 7,920 
Household Magazine.. 8,956 9,866 
Ladies’ Home Journal 52,477 42,974 
I. Secs es ceeae os 38,283 34,416 
WOOGIoerakrt «es. set 4,010 4,042 
Parents’ Magazine ... 19,906 11,991 
Pictorial Review ..... 20,624 13,237 
.,, 9 —" Aer 23,496 23,905 
Vogue (semi-monthly) 76,315 51,428 
Woman's Home Com- 

oe cs kee i 40 aE 35,794 34,585 
Woman's World ..... 6,244 7,256 

Total Group ....... 428,850 363,310 
Weeklies and Semi-Monthlies* 
American Weekly ... 95,291 58,090 
Business Week ..... 31,507 22,082 
Ceres ot eeeanavate 73,213 52,295 
Gee «ie eee ka eae 18,542 15,517 
PGS sg astkee Vewees 20,921 22,029 
Literary Digest ..... 31,410 29,786 
New Yorker ........ 94,320 75,922 
Saturday Evening 

ae ee ae 170,283 110,848 
Sie “sik . da. etudes 4 77,029 49,060 
*Town & Country .... 438,153 26,434 

Total Group ....... 655,669 462,063 


—The Advertising Record Company. 


Features Re-U se of 


Sugar Containers 


Containers which may be used for 
tea, coffee, or other foodstuffs are 
being used to boost the sale of brown 
sugar by Revere Sugar Refinery, 
Boston. 

With each can of sugar, eight la- 
bels, seven printed with the names 
of various commodities, and one 
blank, are supplied free, so that 
housewives may paste them over the 
original label. 


Stops Agency Discounts 


Effective immediately, American 
Exporter, New York, has announced 
that it will not allow agency com- 
missions. The inability of agencies 
to furnish copy in foreign languages 
is given as one reason for the new 
policy. 


Perkins Starts Agency 


Frank L. Perkins, at one time 
manager of the Portland, Ore., office 
of Campbell-Ewald Company, has 
started Santa Rosa Advertising 
Agency, Santa Rosa, Cal. 


“Electric Journal” 
to Give Rebates 


Effective Jan. 1, Electric Journal, 
New York, will institute a flat rate 
for advertising space, regardless of 
number of insertions or size of space 
used. 

It will also give advertisers a re- 
bate of $10 per page per thousand 
for circulation under 15,000, a unique 
procedure in the business paper field. 


Names Franklin Agency 


Business papers and general maga- 
zines will be used for Brooklyn Metal 
Stamping Company, home  broad- 
caster, by Franklin Advertising Cor- 
poration, New York. 


Entertains Boys 
Replacing the traditional Christ- 
mas party, Dayton Advertising Club 
was host to 40 under-privileged boys 
this week. 


Anderson Agency Moves 
Lee Anderson Advertising Com- 

pany, Detroit, formerly Advertisers, 

Inc., has moved to 425 Dubois St. 


Founded in 18 
e 


More business failures 
are caused by lack of 
timely, authoritative 
business information 
than by any other factor. 


Most successful busi- 
ness executives find 


this information in 
BRADSTREET’S WEEKLY 


Published by 


The Bradstreet Company 


Since 1849 America’s Leading Credit Rating Bureau 


148 Lafayette Street, New York 
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ADVERTISING AGE 


December 17, 1932 


OFFER DAY-ROOM 
HOTEL SERVICE 


New York, Dec. 15.—An effort to 
solve the problem of extracting rev- 
enue from hotel rooms idle during 
the day has been started by Chas. 
W. Hoyt Company, which is mer- 
chandising a “Day-Room Plan” for 
the Hotel Tudor. 

Introductory copy is addressed to 
Christmas shoppers of the feminine 
sex. Four local dailies popular with 
suburbanites and several suburban 
publications are on the list for the 
first series of 180-line advertise- 
ments. 

The idea was suggested to the 
agency by the facts that women 
shoppers from the suburbs like to 
combine a day’s tour of the shops 
with an evening in town, and that 
much of the success of the second 
phase of the day’s activities depends 
on an interval of rest and a fresh 
toilette. The day-room service, from 
9 a. m. to 7 p. m., costs but half the 
24-hour rate and affords the opportu- 
nity to take a nap, erase the day’s 
fatigue with beauty treatments and 
change to dinner or evening gown, 
and also includes service in the 
handling of messages and package 
deliveries. 

Patrons of this service are not per- 
mitted to receive guests in their 
suites, husbands not excepted. The 
restriction is tactfully implied in the 
copy with the statement, “If it is 
dinner or the theatre, arrange to 
meet your escort in the spacious Ho- 
tel Tudor lounge.” The possibility 
of extending the service later to men 
and couples is being considered cau- 
tiously. 

Promotes All Services 


The worth of the advertising will 
not be gauged strictly by income 
from day rentals. Even though copy 
is devoted almost exclusively to the 
new service, the effect is to promote 
acceptance of all the hotel’s facili- 
ties, while the theme specifically con- 
notes the convenience of the location 


and the establishment’s progressive- 
ness and determination to be helpful. 

Headed, “Going shopping? Try the 
Hotel Tudor Day-Room Plan,” one of 
the advertisements reads in part: 

“It is great news for Christmas 
| shoppers. Nothing else like it has 
|ever been available. The Hotel Tu- 
| dor ‘Day-Room’ plan removes much 
|of the tedium from the shopping 
| trip. 
| “When you arrive in town, walk 
| two blocks East from Grand Central, 
| check in at Hotel Tudor, and leave 
| your bag. If there are packages you 
| wish to take home, have them deliv- 
ered to the hotel. 

“After the day’s shopping, retire to 
your special room with bath. Rest 
and dress. If you like, have a sham- 
poo, wave or manicure, at low cost, 
in your room. If it is dinner or the 
theatre, arrange to meet your escort 
in the spacious Hotel Tudor lounge. 
Right in Tudor City are three de- 
lightful restaurants. 

“Your bag and packages will be 
delivered if desired to the Grand 
Central parcel room, where you can 
pick them up on the way home.” 

The agency believes that patrons 
of the new service will not only rec- 
ommend the regular service to 
friends but will keep the friendly in- 
stitution in mind when spending 
week-ends in town. 


Announce “Show Piece” 


Ben Sosland, Chattanooga Times, 
and Mrs. Sosland are receiving con- 
gratulations on the birth of a son 
Dec. 14. Announcement of the new 
arrival took the form of a playbill 
for the “howling success,” “It’s a 
Boy.” 


Enters Railway Field 


Entrance of Frigidaire Corpora- 
tion, Dayton, O., into the railway 
equipment field is heralded with the 
introduction of air conditioning 
equipment for railroad cars by the 
company. 


Cusick Leaves Agency 

F. H. Peter Cusick, formerly with 
D’Evelyn & Wadsworth, San Fran- 
cisco agency, has joined City of 
Paris, San Francisco department 
store. 


REGISTER a 


230,221 Daily 


contest. 
in entries. 


THE DES MOINES 


A. B. C. 


Hazel Brown, household editor of 
L The Sunday Register, announced 
a fruit cake and pudding recipe 
2,297 Iowa women sent’ 


nd TRIBUNE 


208,243 Sunday 


Rapice ( 


Later Miss Brown's candy recipe 
contest promoted with small space 
brought 4,441 replies within two 
weeks! Women from every part 
of Iowa, in cities, small towns and 
on farms, write to Hazel Brown. 
Her splendid articles are helping 
make The Register and Tribune the 
best newspaper for Iowa readers 
and the most effective advertising 
medium to use in selling the rich 
Iowa market. 


In New York talk to I. A. Klein, 50 East 42nd St.; 
in Chicago to Guy S. Osborn, 360 N. Michigan; in 
Detroit to Jos. R. Scolaro, General Motors Bldg., 
and in St. Louis toC.A.Cour, Globe-Democrat Bldg. 


‘*THE DES MOINES REGISTER AND TRIBUNE 
IS THE BACKBONE OF MOST SUCCESSFUL 
ADVERTISING CAMPAIGNS IN IOWA” 


rating Radio Stations KSO, Des Moines; KWCR, Ceda 
(both on N. B. C. Blue network), and WIAS, Cotumwe. 


HEADS "REPS" 


ttner CoClorgee 
DeClerque Is 


Named Head of 
Chicago Reps 


Chicago, Dec. 15.—Elmer  De- 
Clerque, of Henry DeClerque, Inc., 
was elected president of Newspaper 
Representatives Association of Chi- 
cago Monday. John E. Lutz was 
named vice-president; M. Vincent 
Gottschalk, A. E. Clayden, Inc., sec- 
retary, and H. E. Scheerer, Inc., 
treasurer. 

Sylvester Blish, John Budd Com- 
pany, retiring president, automati- 
cally becomes a director for a one- 
year term. Robert J. Virtue was 
elected for a like period, while John 
T. Fitzgerald, of Reynolds-Fitzgerald, 
Inc., was elected for two years. 

Philip L. Henriquez, St. Louwis 
Post-Dispatch, served as chairman of 
the nominating committee. Other 
members were Charles’ Nichols, 
Blanchard - Nichols-Coleman-Johnston, 
and George Noee, Cone, Rothenburg 
& Noee. 


Connecticut Outlaws 


Defective Automobiles 


Joining other states which are 
seeking through legislation to rid 
the highways of worn out automo- 
biles, the motor vehicles department 
of Connecticut has placed police-in- 
spectors on highways with instruc- 
tions to inspect old cars. 

If brakes or other vital parts are 
found defective, the owners will be 
arrested on the spot and their cars 
towed to a garage. Where faults are 
minor, operators will be warned and 
their names taken. 


Rothafel and McKean 
Join Fletcher & Ellis 


Arthur Rothafel, better known as 
“Roxy, Jr.” has joined the radio de- 
partment of Fletcher & Ellis, Inc., 
New York agency. He is the son of 
the famous impresario. 

Robert E. McKean, formerly with 
Erwin, Wasey & Co., New York. has 
joined the agency’s mechanical pro- 
duction staff. 


Chinese Food to 
Ruthrauff & Ryan 


Min-Sun Trading Company, Chi- 
cago and Canton, China, has placed 
its advertising with Ruthrauff & 
Ryan, Chicago. 

The agency will develop a new line 
for the company, which imports and 
manufactures foods. 


Bellows in a Post 


Henry A. Bellows, vice-president 
of the Columbia Broadcasting Sys- 
tem, has been assigned to Washing- 
ton, D. C., as the chain’s representa- 
tive in that territory after Jan. 1. 
He will spend part of his time in 
Minneapolis, where he, will continue 
to supervise WCCO. 


Carter Seine Tuthill 


H. K. Carter, who for the past six 
years has conducted his own agency, 
has joined Tuthill Advertising 
Agency, New York, as vice-president. 
Accounts formerly handled by Car- 
ter Service, Inc., will now be handled 
by Tuthill. 


Ready to Start 
Dignifying the 
‘‘Lowly Prune’”’ 


San Francisco, Dec. 16.—Califor- 
nia’s new prune advertising will first 
appear before the consumer in the 
Saturday Evening Post for Jan. 14, 
when a four-color page is scheduled 
to start an upward trend in the lowly 
fruit’s consumption curve. 

United Prune Growers of Califor- 
nia, which last October appointed the 
local office of Lord & Thomas to di- 
rect its advertising, will be behind 
the new campaign. 

The exact extent of the prune ap- 
propriation is not known, since the 
advertising fund comes from a per- 
ton assessment on the signed-up har- 
vest, but only a part of it will be de- 
voted to consumer advertising. Janu- 
ary trade papers and farm publica- 
tions will also carry United Prune 
Growers copy; and considerable em- 
phasis will be placed on direct trade 
promotion in the eastern territory, 
beginning with the new year. Alto- 
gether, between $200,000 and $300,- 
000 will probably be expended in pro- 
moting the prune. 

California Prune & Apricot Grow- 
ers Association is continuing its sep- 
arate $100,000 campaign for its 
branded Sunsweet Prunes, under the 
direction of Long Advertising Serv- 
ice, San Jose, Calif. 


Trade Commission Loses 
Fight on “Castile” Soap 


The United States Supreme Court 
has refused to review the decision of 
the Circuit Court of Appeals revers- 
ing the order of the Federal Trade 
Commission in the case of James S. 
Kirk & Co., soap company later ac- 
quired by Procter & Gamble Com- 
pany. 

The Commission held that Kirk 
was guilty of unfair competition in 
advertising a “castile’ soap which 
was not composed entirely of olive 
oil. The court, in reversing the rul- 
ing, held that “castile’’ soap may be 
made of oily and fatty elements 
other than olive oil. 


Gets Steamship Accounts 


J. F. Walsh Advertising Agency, 
Detroit, which formerly directed pub- 
licity for Detroit & Cleveland Navi- 
gation Company, has been named for 
the company’s advertising as well. 
Other accounts placed with the 
agency are Ashley & Dustin Steamer 
Line, White Star Navigation Com- 
pany, and the Detroit-Port Huron 
Steamer Line. 


Two for Rogers-Gano 


Rogers-Gano Advertising Agency, 
Tulsa, Okla., will use trade papers 
for Danciger Refineries, “Road Run- 
ner” gasoline. The same agency will 
test a radio campaign for Vigo dog 
food, product of Pedrick Laborator- 
ies, Inc. 


Joins McCann-Erickson 


William O’Brien, formerly with 
John Donnelly & Sons, Boston, and 
more recently with Reddington 
Agency, New York, has joined the 
field service department of McCann- 
Erickson, Inc., New York. 


To Give Discounts 


Effective Jan. 1, 1933, Beaumont 
Enterprise and Beaumont Journal 
will allow rebates of from five to 
ten per cent to national advertisers, 
depending upon the amount of space 
used within a year. 


Publish “Ad-Chat” 


The first issue of “Ad-Chat,”’ a new 
mimeographed magazine published 
“irregularly and when needed” by 
Women’s Advertising Club of Detroit, 
has made its appearance. Helen 
Staugh is editor. 


Poag Joins Dodge 
E. J. Poag, who recently resigned 
as Buick advertising manager, has 
joined Dodge Brothers Corporation, 
Detroit, in the office of A. vanDer- 
Zee, general sales manager. 


Agency Branch Opened 


Lewis & Magee, Inc., Springfield, 
Mass., agency, has opened a branch 
at 252 Asylum St., Hartford, Conn. 


WARD ABANDONS 
PLAN TO MARKET 
AN AUTOMOBILE 


Chicago, Dec. 16.— Montgomery 
Ward & Co. will not market an auto- 
mobile in the spring of 1933. 

This definite assertion was made to 
ADVERTISING AGE today by Walter 
Hoving, vice-president in charge of 
sales, putting at rest persistent 
rumors that Ward would either serve 
as sales agents for some existing car 
or would sponsor a brand new one. 

“There has been some basis in fact 
for these rumors,” said Mr. Hoving,. 
“The possibility of invading the auto- 
mobile field has been thoroughly can- 
vassed. Our decision, for the pres- 
ent, at least, is in the negative.” 

The catalogs of both Montgomery 
Ward & Co. and Sears, Roebuck @ 
Co. are now on the presses and will 
be ready for distribution in January, 
Mr. Hoving’s announcement is taken 
to mean that the pages of these new 
catalogs will be guiltless of any ad- 
vertising of complete automobiles. 

Both of these big houses have been 
credited, from time to time, with plans 
to market new cars. While such 
plans have doubtless been considered, 
both apparently have decided that 
this is not the time for such an ex- 
pansion. 


Larger Volume 


Of Advertising 
Seen for 1933 


Chicago, Dec. 13.—‘“I expect 1933 
advertising volume to increase, and I 
thoroughly believe that business has 
already turned toward improvement,” 
Cc. C. Younggreen, executive vice- 
president, Reincke-Ellis-Younggreen 
& Finn, told members of the En- 
gineering Advertisers’ Association 
last night. 

1933 will be both the best and 
the worst year since the depression 
began,” he declared. “I do not expect 
any rapid improvements. Purchas- 
ing power has been both diminished 
in size and changed in nature by the 
past two years. Though business 
gradually improves no one will be 
able to see when it has reached a 
definite turning point until after it is 
past. 

“The advertising man _ faces _ his 
biggest job in developing plans for 
products that can be merchandised 
profitably now, under present condi- 
tions. I would recommend a test 
approach to campaigns. The com- 
panies which increase their adver- 
tising appropriations and make 
strides towards profits in 1933 will 
be those whose advertising managers 
develop plans that prove to be incon- 
trovertible reasons for directors ap- 
propriating money for sales as a cap- 
ital investment, just as they appro 
priate money for new machinery that 
assures profits through economies.” 

An E. A. A. committee composed 
of F. O. Burkholder, Ahlberg Bear- 
ing Company; F. R. Pfaff, Independ- 
ent Pneumatic Tool Company, chail- 
man, and E. A. Gebhardt, Commer: 
cial Art Engraving Company, re 
ported an increasing use of visual 
sales presentations among industrial 
as well as general advertisers. 

More than a score of visual preset: 
tations collected and studied showed 
the costs of preparation and produc 
tion to vary from 75 cents per copy 
to $37.50. Most of the portfolios col 
tained illustrated and briefly de 
scribed presentations of each sales 
point for the product, together with 
technical data, reports of orders and 
samples of advertising and technical 
literature. 


Engravers Merge 


Baker Engraving Company and 
the Docherty Company, Omaha, Neb. 
engravers, have merged as Baker 
Docherty Engraving Company. W: 
M. Baker is president and John Cor 
rea manager. 
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Class & Industrial Marketing 


Qnnounces tts 


932 has brought many changes and improvements in 
the marketing setups of manufacturers selling to 
specialized and industrial fields. 


Events of the year have shown a definite need for 
less costly sales methods, more careful analyses of past 
sales, improved and new products, and more powerful 
advertising. 


Right now—at the start of a new year—the most 
important job before the executives of these companies 
is to weigh the value of each sales tool available to 
them and to lay definite plans for aggressive selling 
and advertising which can help them take advantage of 
worth-while sales opportunities. 


On this specific problem, the January issue of 
CLASS & INDUSTRIAL MARKETING—the only jour- 
nal devoted exclusively to the interests of manufac- 
turers selling to specialized and industrial markets — 
will render unique and highly valued aid. 


In January it will present its Annual Forecast and 
Review Issue which will bring to these men, 


1. A comprehensive review of industrial advertising 
and marketing during 1932. 


2. Advance information about the 1933 merchan- 
dising plans of a large number of leading com- 
panies, indicating the pace to be set by the field 
as a whole. 


‘January 


This information will be of vital importance to 
industrial equipment manufacturers and advertising 
agencies all over the country. It will give them new 
ideas and new inspiration. . 


To publishers of business papers and to those offer- 
ing services or materials which can help these companies 
get orders in 1933, this January issue presents a real 
opportunity. Through its pages you can show these 
sales and advertising executives why the contacts you 
can help them make will be particularly valuable. 


Sell them your market. Sell your medium. Sell 
your special services. Put the facts in their hands now 
while you can secure their careful attention and pre- 
ferred consideration. 


The industrial publisher who gets the most out of 
1933 business opportunities will be the man who goes 
after business most intelligently and enthusiastically. 
There is no better place to start your 1933 drive than in 


this Annual Forecast and Review Issue of CLASS &. 


INDUSTRIAL MARKETING. 


Forms close December 24. Come on! Let’s go! 


Class & Industrial Marketing 


407 Graybar Bldg., New York 


Phone Mohawk 4-1572 


Published at 


537 S. Dearborn St., Chicago 


Phone Harrison 7504 
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General Waxed Papers 
Acquires Kelwax 


General Waxed Papers, Inc., a 
Delaware corporation, has acquired 
the Kelwax Division of Kellogg 
Paper Products, Chicago. The com- 
pany will make plain and printed 
waxed wrappers for foodstuffs and 
cther products. 

Walter C. Hasselhorn is president 
of the new company; J. E. Richards 
secretary and treasurer; John T. 
O’Connor, formerly of Kelwax, vice- 
president in charge of sales; Keith 
Kellogg, vice-president in charge of 
advertising, service and designs; and 
A. A. Brunk, general superintendent. 
Offices are at 526 W. 18th St. 


Hanff-Metzger Has 
Southern Affiliate 


Hanff - Metzger, Inc., (Southern), 
has been organized in Houston, Tex., 
as an affiliate of the New York 
agency. Offices are in the Esperson 
Bldg., and Miles F. Leche is in 
charge. 

The agency’s West Coast office is 
now located at 929 South Broadway, 
Los Angeles, with Carl M. Heintz in 
charge. 


Griswold’s New Work 


Frank B. Griswold, formerly man- 
ager of the advertising department 
ot the New York Times and more 
recently Eastern representative of 
the Chicago Journal of Commerce 
and the Chicago Evening Post, has 
joined the advertising department of 
the Wall Street Journal, New York. 


Flanagan on Own 


James R. Flanagan, recently as- 
sociated with W. I. Tracy, Inc., New 
York, and for many years with the 
old Frank Seaman Agency, will open 
an agency of his own Jan. 1 at 505 
Fifth Ave. The phone number will 
be Vanderbilt 3-9883. 


U. S. Duryea Passes On 


Ulysses S. Duryea, 67, New York 
advertising man and political worker, 
died Monday at his home in Queens. 
He was connected with the Labor 
World. 


Ida Muriset Rejoins Kay 


Ida B. Muriset has rejoined J. 
Roland Kay, Inc., Chicago, and will 
service the account of C. E. Zuercher 
& Co., cheese importers, Chicago. 


NOW! 


You Can Have 
THE 


STANDARD ADVERTISING 
REGISTER 


Arranged by 
PRODUCT GROUPING 


or 
GEOGRAPHICALLY 
SUPERIORITY plus FLEXIBILITY 
now at your service 


CONSULT OUR NEAREST 
OFFICE 


National Register Publishing Co. 
EASTERN OFFICES 
853 Broadway. New York 
7 Water St., Boston 
WESTERN OFFICES 


140 So. Dearborn St., Chicago. 
235 Montgomery St., San Francisco 


—_— an ad 
- and double its 
pulling power. "'Illus- 
trate"’ radio in the 
dealer's store or win- 
dow—and watch the 
sales curve mount! 


& 
EINSON-FREEMAN CO. !%& 
LITHOGRAPHERS 


Specializing 
we WNGOW wed 


store display 
adverpising 


NEW YORK... Starr & Borden Aves., Long Island City 
epee, ULE.. ...cascsanesases Wrigley Building 
BOSTON, MASS........ 302 Park Square Building 


Women in 
Advertising 


Viola Ilma 


New York, Dec. 15.— Viola Ilma 
has joined the select company of 
women in advertising who have 
wrested distinctions from masculine 
confreres by becoming the youngest 
editor and publisher of a national 
magazine at just 22. Her brain child, 
Modern Youth, will make its first ap 
pearance on the country’s newstands 
Jan. 10. 

Miss Ilma arrived at a publisher's 
high estate and heritage of troubles 
traveling a circuitous course. At the 
age of 17 she reached national promi- 
nence over night as the winner of 
$10,000 offered by Liberty for the 
best article entitled, “The Aim of 
the Modern High School Girl.” 

The prize in hand, she left at once 
on an extended tour of the world. 
She returned with her mind made 
up to become an advertising copy 
writer, and having heard Bruce Bar- 
ton was one of the best in the busi- 
ness, headed straight for the New 
York office of Batten, Barton, Dur- 
stine & Osborn, Inc. 

There she made up for the lack of 
educational opportunities afforded by 
the position of file clerk in the re- 
search department by putting the 
agency’s aces through copy inquisi- 
tions at odd moments during the day 
and studying advertising at Columbia 
at night. After several months, just 
as Messrs. Barton, Johns, Hollister, 
Harned and Busser and Misses Beery 
and Maybry were becoming adept at 
dodging her, she tired of the ap- 
prenticeship and accepted a Pitts- 
burgh assignment to write fashion 
and motion picture articles for King 
Features Syndicate. 


Enters Theatrical Field 


Waiting long enough to prove her 
ability in this post, she thought bet- 
ter of the treason to her chosen pro- 
fession and returned to New York as 
assistant to Laura Halpern, copy 
chief at Arnold Constable & Co.’s de- 
partment store, from whence she was 
lured with the offer of a part in 
“Cloudy With Showers,” a Broadway 
success in which she appeared all 
last season. 

Out of a job and broke, she awoke 
one morning a little over a month 
ago with the thought that young 
people need a magazine of their very 
own, and besides, there was money 
in the publishing business. 

Bolting breakfast, she dashed off 
on a tour of newspaper offices to in- 
quire innocently of editors what they 
thought of the idea. In every in- 
stance they thought enough of it to 
publish a feature story including a 
two or three column, specially posed, 
full view portrait of the budding 
publisher, all without delivery of a 
line of publicity. 

Armed with the clippings which 
gave her project the endorsement of 
experts, she went to work the fol- 
lowing day on financing. Times be- 
ing what they are this proved more 
difficult than anticipated, but after 
10 days, in which time she made a 
trip to Chicago with money borrowed 
for bus fare, she reached the goal. 


Her backers are headed by the Kable 
Bros. Company, Mt. Morris, Il., and 
include a Lamont and other promi- 
pent persons in New York. 


Has Royal Blood 


Tall, blonde and looking much like 
Dorothy Mackail, Miss Ilma strolls 
about her office drawing continuously 
on a he-man pipe and issuing orders 
in a commanding tone which adds 
conviction to her claim to royal 
prerogatives. 

Yes, she’s an Abyssinian princess 
by right of birth. Her grandfather, 
a Swiss Quaker missionary, spent 
his life proselyting the Abyssinians 
and married into the royal family. 
Her father, Prince Ali Yousuff Ilma, 
the well known actor, was banished 
from court when he elected to pur- 
sue a stage career. 

Modern Youth will be edited by a 
staff ranging in age from 17 to a 30 
limit, and no one over 30 may con- 
tribute to it. One exception is the 
rejection page. It will carry con- 
tributions of famous writers which 
were rejected before the authors 
reached the senile age of 30. The 
department will serve as a subtle re- 
minder to the elder generation that 
it is often wrong. 


Bonus Pays for 


Copy Opposing 
Bonus Payment 


New York, Dec. 12.—Utilizing their 
bonus payments to finance a cam- 
paign against further bonus pay- 
ments, the Veterans’ Justice Commit- 
tee, 230 Park Ave., fired the first gun 
in what promises to be a national 
campaign in opposition to bonus pre- 
payments and compensation for “non- 
war disabilities,’ with full page copy 
in local dailies yesterday. 

Copy announced that “We demand 
the repeal of the existing laws offer- 
ing benefits for nonwar disabilities 
and we demand the prevention of 
bonus prepayment. We ask that you 
who read this advertisement. write 
to your representative in congress to 
stop offering us the people’s money. 

“We ask you to use your influence 
and your vote in this cause. As vet- 
erans we believe that it is our duty 
to use the money now available on 
our bonus certificates to insure our- 
selves, our children and the people 
against this intolerable burden.” 

Roger Burlingame, executive sec- 
retary of the committee, explained 
that the advertisements were paid 
for out of unused bonuses paid to 
members of the group. 


Announce Irwin Wolf 
Award Committee 


Amorican Management  Associa- 
tion, in co-operation with National 
Alliance of Art and Industry, has an- 
nounced a competition for the sec- 
ond Irwin D. Wolf award for the 
most effective package developed and 
placed on the market between Jan. 1, 
1932, and Feb. 15, 1933. Irwin D. 
Wolf, Kaufmann Department Stores, 
Pittsburgh, is the donor. 

Members of the jury of award are: 
Richard F. Bach, Metropolitan Mu- 
seum of Art; Kenneth Collins, Ken- 
neth Collins, Inc.; Katherine A. 
Fisher, Good Housekeeping Institute; 
Harry L. Gage, American Institute 
of Graphic Arts; C. F. Kettering, 
General Motors Corporation; Edward 
F. Molyneux, Art Directors Club; Dr. 
Paul H. Nystrom, Columbia Univer- 
sity; Harriet Sartain, Moore Insti- 
tute of Art, Science and Industry; 
Marion C. Taylor, the Fashion Group. 


“Field & Stream” Cuts 


Rates and Guarantee 


Effective during 1933, Field ¢€& 
Stream, New York, has announced 
a reduction to $675 a page in its ad- 
vertising rates, and a reduction to 
135,000 in its circulation guarantee. 

The former rate of $750 a page and 
the former guarantee of 150,000 will 
automatically be reinstated with the 
January, 1934, edition. 


To Hold Packaging Clinic 

The third Packaging, Packing and 
Shipping Conference and Clinic, un- 
der the auspices of American Man- 
agement Association, will be held at 
Hotel Pennsylvania, New York, 
March 7-10, 1933. 


COLOR PAGES 10 
HERALD NEWEST 
DE SOTO MODELS 


Detroit, Mich, Dec. 15.—With the 
appearance of a page advertisement 
in the current issue of Saturday Even- 
ing Post, De Soto Motor Corporation 
launched a campaign for its 1933 
models which will reach its height 
with the insertion of five pages in 
full color in the Jan. 7 issue of Satur- 
day Evening Post and the Jan. 9 
issue of Time. 

Simultaneously, newspaper copy of 
varying sizes will be released in more 
than 600 cities throughout the coun- 
try in which direct-dealer organiza- 
tions are in operation, and direct 
mail sponsored by dealers will take 
up the battle to have the American 
public “Go smartly in the new De 
Soto.” 

The campaign will continue in 
newspapers throughout the _ year, 
with color copy in the two magazines 
mentioned, and in Collier's, the New 
Yorker and Fortune carrying on in 
the national market. 

In the meantime teaser copy will 
appear in the Dec. 24 and Dec. 31 
issues of Saturday Evening Post, and 
dealers will co-operate in foreshad- 
owing the formal announcement with 
copy in local dailies. 


Use Teaser Copy 


Pre-announcement copy will in 
general follow the lines of the cur- 
rent Post advertisement, in which a 
shrouded model is illustrated, with 
one gentleman coyly exposing the 
hood and front end to the admiring 
gaze of another gentleman. 

Although the new models will not 
be officially announced until the New 
York Auto Show, dealers, who are 
being given details of the new models 
in 27 regional meetings throughout 
the country, are being urged to dis- 
pose of 5,000 “pre-show” cars during 
December, while the market is unen- 
cumbered by competing 1933 models 
in the same price class. 

As in past years, typical illustra- 
tions for the De Soto campaign will 
show the car against a background 
of natural scenery, with plenty of 
artistic atmosphere and human in- 
terest. 

The new line includes eight mod- 
els, and in addition to floating power, 
features a longer wheel-base and a 
79-horsepower engine. 

J. Sterling Getchell, Inc., Detroit, 
is the De Soto agency. 


Kris Kringle Guest 
of Council Thursday 


A galaxy of stars, headed by Kris 
Kringle himself, will provide enter- 
tainment at the Christmas party of 
Chicago Advertising Council Thurs- 
day, Dec. 22. The Hotel Sherman will 
be the scene. 

The price will be $2, most of this 
sum going to the Off-the-Street Club. 


Join Lauesen & Solomon 


State representative Michael R. 
Durso and George F. Florey, former 
newspaper man, have joined the staff 
of Lauesen & Salomon, and the 
agency’s name has been changed to 
Durso, Florey, Lauesen & Salomon, 
Ine. Offices have been moved to 520 
N. Michigan Ave., Chicago. 


Wrong Agency Named 


In an item in the Dec. 10 issue of 
ADVERTISING AGE, referring to a new 
radio program for Sealed Power Cor- 
poration, Muskegon, Mich., the wrong 
agency was credited with this ac- 
count. The account is handled by 
Grace & Holliday, Detroit, and John 
L. Wierengo & Staff, Grand Rapids. 


Helps Local Sales 


To induce villagers to use electric 
Yuletide decorations, the village 
board of Springville, N. Y., has de- 
cided to cut December electric bills 
of home owners and manufacturers 
in half. 


Names Fenger-Hall 


Santa Cruz, Cal., Sentinel has 
named Fenger-Hall Company as na- 
tional advertising representative. 
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"We didn't intend to announce 

our new De Soto until January," 

teaser copy in the "Saturday Eve. 

ning Post’ says, "but some people 
can't keep a secret." 


PERFUMED HAIR 
NEW BEAUTY AID 


New York, Dec. 14.—In the belief 
that its new product, Lotion Coty, a 
perfumed hair lotion, has class 
rather than mass appeal, Coty, Inc. 
is distributing the product ex- 
clusively through beauty shops. 
When distribution is built up, an ad- 
vertising campaign will be begun in 
class magazines to direct consumers 
to this source of supply. 


Meanwhile, beauticians are en- 
couraged to take the first step in its 
introduction with advertising in 
trade papers and the offer of a dis- 
play fixture free with a quantity 
erder. The latter is known as a 
“selector” and resembles a tray with 
a handle into which a dozen flasks 
of Lotion Coty are placed. 

The “selector” is carried to the 
beauty shop patron for her to make 
a choice of one of the 12 odors. Each 
flask contains enough for one ap- 
Plication and sells for 50 cents. The 
beautician’s profit is 50 per cent. 

A secondary reason for the beauty 
shop type of outlet is that the prod- 
uct’s acceptance is based on establish- 
ing perfumed hair as a fashion. It 
is thought that the recommendation 
of beauty shops carries more weight 
than any other type of outlet for 
beauty preparations. 


Carpet Advertisers 
to Meet at Banquet 


The Floor Covering Advertising 
Club will hold a banquet meeting at 
the Advertising Club of New York 
Jan. 18 with Sheldon Downes, Mo- 
hawk Carpet Mills, as chairman of 
the committee in charge. 

Promotion of floor coverings will 
be discussed by E. R. Dibrell, vice 
president, Associated Dry Goods Cor 
poration of New York; Stanley R. 
Latshaw, president, Butterick Pub 
lishing Co., and Hugo Sonnenscheil. 
advertising manager, New York 
Daily Mirror. 


Open Radio Agency 
in Hollywood 

Radio Productions. Inc., a radio 
agency offering production, auditiol 
and rehearsal studio facilities, has 
been started in the Beaux Arts Bldg. 
Los Angeles. 

Radio Playhouse, a theater seatilé 
550, for the presentation of radi? 
shows, is operated in connectiol 
with the agency. 


Wermuth Is Promoted 


Burt Wermuth, editor, Michiga" 
Farmer, Detroit, a Capper publict 
tion, has been named general mar 
ager as well, succeeding I .R. Water 
bury, who died Dec. 1. Gordon Whit 
burn, of the advertising staff of th? 
publication, has been named adver 
tising manager. 
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ADVERTISING AGE 


— 


Once again we say -- - 


‘Let’s Talk Business!’’ 


Let’s talk, first of all, about this busz- 
ness of running a hospital. Hospital busi- 
ness—the care of the sick and injured—is 
big business. Invested capital of over three 
billion dollars is one proof of that; annual 
expenditures of almost one billion dollars is 
another. 

And if you’re one of those who think 
that hospital dollars go to makers of medi- 
cines and surgical instruments, remember 
this—only five percent of hospital operating 
expenditures go for purely medical and sur- 
gical services. That leaves 95 per cent for 
foodstuffs, kitchen equipment, furniture and 
furnishings, linens, soap, laundry equip- 
ment and supplies, office supplies, heat, light 
and power, and the thousand and one items 
used routinely, and in huge quantities, in 
hospitals. 

Cutting out an appendix or setting a 
broken bone is a professional task; but the 
organization and operation of a hospital, in 
which these professional tasks are per- 
formed, is a business job. 

That is why, if you want to talk business 
to the hospital field, HOSPITAL MAN- 
AGEMENT, the business paper of the 
field, is essential. 

This magazine, for sixteen years, has 
given hospital executives the practical in- 
formation they need in the conduct of their 
important business. It covers every phase 
of hospital administration — organization 
and operation of professional services, con- 
struction and maintenance of buildings, 


preparation and service of food, operation 
of the laundry and housekeeping depart- 
ments, record systems, public relations, the 
personnel department, etc., etc. 

This type of editorial content is in 
sharp contrast with the material which is 
available in any other hospital magazine. 
Consequently the hospital executive turns 
naturally and inevitably to HOSPITAL 
MANAGEMENT for information con- 
cerning his administrative functions and 
duties. 

Because of the wide range of interests 
of hospital executives, you may find him 
reading a medical journal, a hospital jour- 
nal dealing with medical and professional 
subjects, a nursing journal or some other 
publication which has to do with certain 
phases of his activities. But when he wants 
information and help on his duties as a hos- 
pital administrator, he turns to the one pub- 
lication prepared to give him this service— 
HOSPITAL MANAGEMENT. 

Few advertisers take the time to read 
hospital publications, or even to analyze 
their editorial contents. A careful study of 
the material which they contain would be ex- 
tremely significant. It would demonstrate 
that HOSPITAL MANAGEMENT lives 
up to its name, and that while it deals with 
all phases of hospital administration, includ- 
ing the administration of professional serv- 
ices, zt 1s in no sense a medical journal. 


Let’s talk business! 


HOSPITAL MANAGEMENT 


The Practical Journal of Hospital Administration 


537 S. Dearborn St., Chicago 


Graybar Bldg., New York 


Member A. B. C. — A. B. P. 
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JEWELRY CHAIN 
SEEKS EXPANDED 
MARKET BY MAIL 


Detroit, Mich., Dec. 15.—In an 
effort to discover whether persons 
outside the normal trading area can 
be induced to buy nationally adver- 
tised jewelry by mail from retail out- 
lets in central trading points, Kay 
Jewelry Company, a retail chain 
with stores in 33 cities, used a full 
page in Liberty this week to an- 
nounce a “decentralized” mail order 
plan. 

The campaign to extend the retail 
stores’ sphere of influence beyond the 
boundaries of the cities in which 
the stores are located includes large 
space in metropolitan newspapers 
with out of town circulation, and a 
mailing of 350,000 rotogravure circu- 
lars by the stores individually to 
selected lists. 

Simons-Michelson Company, the 
Detroit agency in charge, reports 
that the campaign will be expanded 
to include radio and other magazines 
if test results are satisfactory. 

Only nationally advertised mer- 
chandise is featured in the mail 
order drive. A Christmas gift tie-up 
is used in the initial effort. 

Newspaper copy and_ circulars 
carry reproductions of the Liberty 
udvertisement. All include coupons 
asking readers to write the nearest 
store for a booklet, “The Romance 
of Jewels.” 


See Chrysler Models 


The Chrysler line for 1933, consist- 
ing of a six, a royal eight, an impe- 
rial eight and an imperial custom 
sedan, will be announced the middle 
of January. The 21 body styles in the 
line were shown to distributors and 
factory sales representatives last 
week. 


HE folks who buy 
flour and life insurance and 
automobiles and coal don’t 
know typography; to them 
Pittsford has probably never 
existed. But they do know 
they buy certain kinds of life 
insurance and flour and coal 
because certain advertise- 
ments telling about them in- 
sisted on being read. The 
fact that Pittsford set those 
attractive advertisements 
means nothing to them at all 
—but it means everything to 
the advertisers themselves. 


* 
BEN C. PITTSFORD CO. 


A dvertising 
Typographers 


605 South Clark Street «Chicago 
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TONING DOWN THE SELLING COPY 


How to 


or chilling. 


inflammation. 


FLU 


and Grippe 


Avoid so far as possible the places where 
germs are most likely to be spread; over- 

I crowded cars and public meeting places; stuffy, 
poorly ventilated rooms. 


Be careful of close contact with others and 
beware of all coughers and sneezers; breathe 
through the nose, get fresh air but avoid drafts 


Get lots of rest. Drink plenty of water. Keep 
the bowels open. Take extra precaution to 
keep in good physical condition, so your system 
will have normal resistance against germs. 


Try, particularly to avoid catching cold. Colds 
lower your resistance to disease germs. At the 
first sign of any cold, take Bayer Aspirin and 
remain indoors if possible until your cold is 
gone. Gargle with Bayer Aspirin dissolved in 
water at the first touch of sore throat, as this 
relieves the soreness and usually reduces the 


If you have any reason to suspect even a touch 
of flu, call your doctor at once. 


Escape 


—— 


This 400-line newspaper copy for Bayer Aspirin performs a public 

health function in advising how to escape flu and grippe. Of course, 

the sales angle is not forgotten, as evidenced by the fourth 
paragraph. 


BLATANT, VULGAR 
COPY ASSAILED 


Madison, Wis., Dec. 15.— Current 
national advertising which uses a 
“blatant and vulgar appeal and is 
characterized by dishonesty,” is seri- 
cusly affecting the pulling power of 
all advertising, Robert R. Aurner, 
professor of business administration 
in the school of commerce of Uni- 
versity of Wisconsin told members 
of the Madison Advertising Club 
yesterday. 

The public’s resentment against 
much current advertising, he said, 
is amply indicated by the rapid 
growth of consumer research organ- 
izations. Specifically mentioning the 
Consumers’ League, he declared this 
organization “will cut the heart out 
of advertising” unless this selling 
tool goes back as a whole to the 
standards of integrity. 

“In my opinion,” he said, “this 
willingness of the consumer to pay 
for research to find out about pro- 
ducts, rather than take the word of 
advertising, is a sign that the gigan- 
tic advertising structure is showing 
signs of decay around the edges.” 

The current ptfoblem with which 
agencies in particular are faced, he 
asserted, seems to be whether to 
meet competition by stooping to un- 
savory methods, or to retain their 
standards and lose the business. 


Suggests Solution 


“The solution of the situation,” 
Prof. Aurner believes, “is to make 
advertising of this sort unproductive 
by directing the active hostility of 
the public toward it. A crusading 
newspaper could do a lot of good, 
but no newspaper would dare under- 
take it unless subsidized or until a 
start at least is made in the fight 
against these methods. 

“It is up to the individual who is 


independent of danger from his 
action to protest against this kind 
of advertising by simply refusing to 
buy products which in his own opin- 
ion are advertised dishonestly or 
with an objectionable appeal; and 
by telling his dealer why he is not 
buying. It will not be long before 
the manufacturer will get the word, 
and will be ready to change his 
methods.” 


Not All Bad 


Prof. Aurner explained that his 
remarks were not aimed at all na- 
tional advertisers, many of whom, he 
said, are doing outstanding advertis- 
ing work at the present time. How- 
ever, inroads on the integrity of the 
advertising structure are so signifi- 
cant that their importance cannot 
be minimized, he said. 


WTMJ Honors 
First Client 
With Salute 


Milwaukee, Wis., Dec. 15.—For the 
first time in the history of broadcast- 
ing, a radio station dedicated a spe- 
cial program to a client last night 
when WTMJ, Milwaukee Journal. 
broadcast a salute to Wadhams Oil 
Company, Milwaukee, its oldest com- 
mercial account. 

The program, which ran for an 
hour and one-half, heralded the 
1,500th broadcast by Wadhams, 
which will take place Dec. 17. In 
keeping with Wadhams’ programs, 
which have been devoted to sports 
events, the special program featured 
Russ Winnie, WTMJ sports an- 
nouncer, in a program which recalled 
historic sports events of the past. 

Wadhams holds first place in the 
country for number of broadcasts by 
a local sponsor, and fourth place in 
the national tabulation. Only Metro- 
politan Life, Quaker Oats, and A. & 
P. Gypsies have been on the air a 
greater number of times. 


It’s Just Like 
Hanting Birds, 
Freeman Finds 


New York, Dec. 16.—“Hunting for 
sales-compelling ideas is like hunting 
for birds,” G. W. Freeman, of Mar- 
schalk & Pratt, Inc., told the Asso- 


ciation of Advertising Men last 
night. 

“Sometimes the air is full of 
birds,” he continued. “Sometimes 


you have to do some calling to bring 
them within range and sometimes 
you are up against a closed season 
and the nearest you can come to 
reality is to make decoys. When 
ideas are whittled out that way, they 
have to be carefully worked up so 
they won’t appear wooden and life- 
less.” 

Mr. Freeman said ideas that are 
out in the open originate from three 
sources: Advantages of the product 
not possessed by other products; dis- 
advantages inherent in other prod- 
ucts that are absent from your prod- 
uct, and advantages your product 
has in common with other products 
but which no one has exploited. 

“Hidden sales points are devel- 
oped by talking to consumers and 
dealers and digging into sales rec- 
ords,” he said. “Doing this will dis- 
close that consumers often buy prod- 
ucts for reasons quite different from 
the sales points in which the adver- 
tiser put confidence. 

“When there are no outstanding 
sales advantages, the sales executive 
and advertising man must develop 
ideas out of dream stuff, digging 
down into inner consciousness.” 

Methods of manufacturing adver- 
tising copy discussed by Mr. Freeman 
involved recourse to emotional tie- 
ups, pictorial stunts, verbal acro- 
batics, humor and news treatment. 


Dealers Endorse 
Copy That Gives 
Them Inquiries 


Marietta, O., Dec. 15.—Dealers are 
eagerly following up inquiries sup- 
plied to them by the manufacturers 
they represent, because under pres- 
ent conditions they are anxious to 
close all possible business. That is 
why the current successful advertis- 
ing campaign of Victor Safe & Equip- 
ment Company features coupons and 
keyed inquiries. 

The campaign, which is running in 
eight-inch single-column space in 
Collier's, Literary Digest, and Satur- 
day Evening Post, has developed a 
large volume of worth-while inquir- 
ies for the Rand Mak-Ur-Own index 
tabs, manufactured by Remington- 
Rand and sold by Victor, and has 
stirred up a lot of enthusiasm among 
dealers. 

The advertising is placed by Ven- 
able-Brown Company, Cincinnati 
agency. 


‘Discussion’ Is 


Too Mach Work, 
S. R. Hall Finds 


Easton, Pa., Dec. 15.—Finding that 
maintaining a paid subscription list 
for “Discussion,” monthly publica- 
tion in which he has been discussing 
his business and advertising views, 
requires more time than he can give 
to it, S. Roland Hall, advertising 
manager, Charis Corporation, and 
well known in the advertising field, 
has sent out checks to subscribers 
covering unfilled subscriptions. 

As possible alternatives, Mr. Hall 
suggests that he may be able “to con- 
vince one of the more courageous ed- 
itors that he will do well to have me 
carry on my Discussion Talks in his 
pages,” or he may get out a little 
volume of “Discussion” stuff. 

If neither of these possibilities de- 
velop, Mr. Hall says he will get out 
occasional concise numbers of “Dis- 
cussion,” which he will send free to 
his former paid subscribers. 


CONTINENTAL TO. 
SELL NEW AUTO 
LINE BY MAll 


(Continued from Page 1) 


the pioneering step because it had no 
established precedents to overcome, 
and no heavy field set-up. 

Reports are current in automobile 
circles here that a second many. 
facturer, one represented in the fielg 
for many years, is planning to adopt 
a “direct” selling plan next year, ip 
which mail order marketing wil} 
play an important part. 

Continental’s mail order activity 
will be carried on directly by the 
company, and there will be no tie-up 
with any mail order house, officials 
have announced. 


Detroit Department 
Store Sells Autos 


Detroit, Mich., Dec. 15.—Merchan- 
dising of automobiles in department 
stores is the next logical move for 
the motor industry in the opinion of 
J. B. Jones, general manager of 
Crowley-Milner & Co., which is dis. 
playing latest models of all Michi- 
gan-manufactured cars in a mam- 
moth floor-wide exhibition here in 
connection with a Christmas shop- 
ping contest. 

Full pages in newspapers are be- 
ing used to advertise the display, 
and smaller copy is employed to fea- 
ture individual cars on particular 
days. 

Mr. Jones declared that salesmen 
have reported numerous sales and 
good prospect lists, and that thow 
sands of persons have turned the 
turnstiles of the show. This, he said, 
proves the practicability of depart: 
ment store sale of automobiles. 


Opposes Change in Status 


Hawaii Legislative Commission, 
Honolulu, is waging a vigorous di- 
rect mail campaign in opposition to 
any proposed change in the political 
status of the territory. 


Name United for Shoes 


United Advertising Agency, New 
York, has been appointed by the 
Lockwedge Shoe Corporation of 
America, Columbus, O. Magazines 
and newspapers will be used. 


Rapinwax Appoints 
Advertising of Rapinwax Paper 
Company, St. Paul, Minn., has been 
placed with the Minneapolis office of 
Erwin, Wasey & Co. 


Announcement 


As a service to unem- 
ployed in the advertising 
field, the classified columns 
of ADVERTISING AGE will be 
thrown open to unemployed 
advertising men and women 
without charge, until further 
notice, under the following 
conditions: 

The user must previously 
have been employed in the 
advertising department of a 
national advertiser, an 
agency, or a publication, and 
must be out of work at the 
time the advertisement is 
submitted. 

Advertisements must be 
limited to 30 words; and 
will be inserted only once 
for any individual. 

ADVERTISING AGE reserves 
the right to edit or reject 
any copy. 

Box numbers may be used 
if desired. 

Submit copy to 


ADVERTISING AGE 
537 S. Dearborn St. 
Chicago 


Dec 
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FORD FACTORY 
PUTS SPURSTO 
INERT DEALERS 


(Continued from Page 1) 


community standing, Ford purchas- 
ers invariably buy from the dealer 
nearest their homes. Exceptions are 
made only for members of the imme- 
diate family and occasional lodge 
brothers. 

“That is the principal reason why 
Ford dealers have found it unprofit- 
able to carry on aggressive sales 
work outside their territories. They 
have had the sad experience too 
often of building up a cold prospect 
through long heart-breaking effort 
only to see him walk into his neigh- 
borhood dealer’s and buy a car over 
the counter.” 


This Dealer Wants Them 


This dealer concluded his defense 
of the company’s retail activities 
with the declaration he was sorry the 
salaried branch salesmen would not 
be put to work in his territory, as- 
serting the net result would be to 
bring him additional business. 

The Ford Motor Sales Company is 
under direct supervision of Edsel B. 
Ford, president of the Ford Motor 
Company, who is of the opinion that 
a new era has dawned in automotive 
merchandising and that the millions 
of dollars spent in product research 
and development must be balanced 
by investment in sales research and 
promotion. 

The retailing units will be located 
with a double objective, one to pro- 
vide sales laboratories in representa- 
tive districts and the other to stimu- 
late sales in lagging territories. 

Since Nov. 3 branches have been 
opened in Buffalo, Baltimore and 
Memphis, as well as here. The ad- 
vent of the New York unit was 
viewed with alarm because its mis- 
sion was frankly declared to be sales 
and the market is the biggest in the 
country. It so happens, however, 
that the size of the market has noth- 
ing to do with the allocation of 
branches. Chicago and Los Angeles, 
for example, will not suffer an in- 
vasion because the percentage of sub- 
quota territories in those areas is 
low. 

The Ford-owned agencies in sales 
deficient markets will be centrally lo- 
cated and limited to physical sales 
and service facilities of independ- 
ents similarly situated. Dealers’ 
rights and sensibilities are also con- 
sidered in other ways. 


Uses Ford Name 


While dealers cannot use the name 
of Ford in their firm titles, the name 
Ford Motor Sales Company was 
chosen for the retailing subsidiary 
because it is the style preferred by 
distributors of other automobiles and 
does not indicate factory ownership. 

The advertising of the branches 
will be limited to the average dealer 
volume and will make no allusions to 
factory ownership or connection. In 
fact, the company will lean over 
backwards to give the branch copy 
the character of an independent’s 
advertising. Within the organiza- 
tion, the factory outlets are known 
as “Ford sales and service stations.” 

The company has promised dealers 
it will employ no one who has ever 
worked in any capacity for a Ford 
agency. This also eliminates any 
basis for a possible charge that 
branch successes are due to “steal- 
ing” competent personnel from the 
dealers. 

Most of the salesmen in the Ford 
branches will be men who have had 
ho previous automobile experience. 
They will receive an intensive week’s 
training having the principal pur- 
Poses of acquainting them with the 
mechanical features of Ford cars and 
the fact that these features are not 
known to the public, about half the 
time being devoted to the latter sub- 
ject. 

The salesmen will be paid a salary 
sufficient to cover comfortable living 


expenses and a small commission, 
and will be assigned to territories 
for which they will be held respon- 
sible. On the theory that 95 per cent 
of the sales are made in the cus- 
tomers’ homes or on the street, the 
sales managers who formerly deco- 
rated automobile sales rooms have 
been replaced by a captain to each 
five salesmen. Neither the captains 
or salesmen will be allowed on the 
sales floor during working hours un- 
less accompanied by a prospect. 


Recommended in July 


The sales plan to be followed by 
the Ford branches was recommended 
to dealers last July, and they were 
told to make a beginning by weeding 
the dead timber out of their sales 
crews and placing the remainder on 
salary and commission. At the same 
time, the company set territorial 
quotas and told the dealers they 
would not only be held responsible 
for a certain number of sales but that 
the company expected a running ad- 
vance report of potential car busi- 
ness within the territory, including 
what makes of automobiles would be 
bought, why and by whom. 

Such information would be simply 
a matter of incidental routine, the 
company insisted, if dealers would 
follow through a comprehensive sales 
plan having doorbell ringing as its 
foundation. The factory sales de- 
partment also began to follow up reg- 
istrations, checking them with deal- 
ers’ reports and demanding an expla- 
nation where the dealers had sub- 
mitted no advance information on 
impending sales or had failed to get 
in a Ford demonstration before the 
buyer made his selection. 


Poor Dealers Get Help 


Dealers who have been remiss in 
these matters and have likewise 
failed to produce their quotas are the 
ones who will receive the beneficial 
effects of direct factory competition. 
The branches will handle such terri- 
tories as though they had no other 
representation until the dealer 
proves his efficiency. The dealer will 
receive no commission whatever on 
sales made in his territory by the 
branch, but he will be kept advised 
of what the branch forces are doing 
in his district. 


Gannon, Haring 
Named to Radio 


Research Group 


New York, Dec. 15.—At the re- 
quest of Association of National Ad- 
vertisers, American Association of 
Advertising Agencies has named 
Charles Gannon, Erwin, Wasey & 
Co., and Chester E. Haring, Batten, 
Barton, Durstine & Osborn, Inc., as 
members of the governing com- 
mittee of the Co-operative Analysis 
of Broadcasting. 

Other members of the committee, 
which had its inception in 1929 as a 
result of a pioneer study of radio 
made by the A. N. A., are D. P. 
Smelser, Procter & Gamble, chair- 
man; D. B. Stetler, Standard Brands, 
Inc., and C. H. Lang, General Elec- 
tric Company. 

The organization sponsors’. the 
work of Crossley, Inc., research or- 
ganization, which has been studying 
the listening habits of the public for 
almost three years, and which has 
unearthed a mass of data for adver- 
tisers. 

The first year’s work was financed 
entirely by national advertisers, but 
agencies were allowed to participate 
the second year, and 35 advertisers 
and agencies now sponsor the work. 
Recently plans have been developed 
for the participation of radio sta- 
tions and networks. Station KTSP, 
owned by the National Storage Bat- 
tery Company, St. Paul, Minn., is the 
first station to join the movement. 


Philip S. Dennis Dead 


Philip S. Dennis, who was forced 
to retire last March because of ill- 
ness, died in New York Dec. 11. He 
formerly served Good Housekeeping 
in Detroit and New York. Funeral 
services were held in Winnetka, Chi- 
cago suburb, Dec. 13. 


NOVEMBER LINEAGE IN FARM PAPERS 


Monthilies 
Country Gentleman 
Capper’s Farmer 
California Citrograph 
PRT Ore 
Successful Farming 


Progressive Farmer & Southern Ruralist: 


Carolinas-Virginia Edition 
Georgia-Alabama Edition........... 
Mississippi Valley Edition 
Texas Edition 


Country Home 
Farm Journal 
Southern Agriculturist 
Poultry Tribune 


Western Farm Life 
Wyoming Stockman-Farmer 
Everybody's Poultry Journal 
Leghorn World 
Plymouth Rock Monthly 
Rhode Island Red Journal 
Breeder’s Gazette 
American Poultry Journal 
Dairyman’s Journal 


Se ce a pares hee? 
“Inland Poultry Journal..........-+00: 
*American Thresherman & Farm Equipment.. 
American Fruit Grower.............e+-+ 
pT @ ee. * ree 


The Poultry Item...................... 


ee ED UI ins pace ceed vcccreces 
Poultry Garden and Home............. 
EE, cca ekS card dadeceerseceaniees 
New England Dairyman............... 
Northwest Poultry Journal............ 
oo eee 


American Thresherman & Farm Equipment.. 


Semi-Monthlies 
Oklahoma Farmer-Stockman 


BET BPMNNED bn ce ences vccccccs 


Pe I oc Fa dictiad wes ccseccece 
EE ree wach been 665s occ eves 
PE IED niviccicdcckeeccccccccae 
I drs 5 te OWE mak 5 6 0.00906 


Bi-Weeklies 


Wallaces’ Farmer and Iowa Homestead 
The Farmer and Farm Stock and Home: 

PEUMMONOtR TRETEIN cada bes cic ccccncees 

Dakotas-Montana Edition............ 
Wisconsin Agriculturist & Farmer..... 
Pennayivania PArmer......sececccccees 
EE SS ee 


Prairie Farmer: 


i PR 6 sb 06 6 cebw ks 0 86 8080 
SPOT Ce PREECE 
GAS eee 


pe PUR T Re Tees  PEee eee 
Kansas Farmer—Mail & Breeze........ 
New England Homestead.,............ 
American Agriculturist..........cces0. 
Amer. Agriculturist—Local Zone Advertising: 


ROME THUNRE. KecKescr cress eersocvere 
NE RON PETE Te ERR 
BE SS cin CAESn GOs eCER CEO HAS SES eEEe 
EEE a ee ee ee 
Binghamton 

Poughkeepsie 
Albany 
A er. eee 
eres 5 eee 
po ET ree eee 


Weeklies 
Weekly Kansas City Star: 


Proce ever r reer 
WEISRORT TERTTIOM 6nw 6.0.0.6 0s gacwcnves 


Arkansas-Oklahoma Edition........ 
pe ER ee ere 


WASRINMtOR WOTMGSE 6 cos cc ccscvccescss 
TD PE cbc beseech ees ec ereneses 


CRIIPOPRIR CORCIVRLOP osc ois vo cc see 


CI FN oot bien ceresscccesese 


Semi-Weekly Farm News: 
Friday Edition 


WEOGEE BGOIOR «666 fi coves esevetes 
Dairymen’s League News...........+. 


ne dance ke cae emae 
Indiana Farmers Guide................ 
eee eee eee 
ener 
es boc odwesdcs esses eee 


1932 Issuest 1931 Issues? 

ekaas 15,614 28,027 

see ae 11,426 14,486 
ines 11,220 19,274 
errr 9,600 12,568 

iviute 8,754 14,314 

ee 8,302 10,351 2 
er 8,177 9,966 2 

mses 7,690 9,756 2 

shades 7,083 9,116 2 
atienes 6,599 10,019 2 

seledes 7,420 10,644 aa 

meee 6,385 9,739 

satnas 5,137 6,971 

babar 4,852 7,992 

aaa 4,380 5,547 

ery. 4,285 6,318 2 

> denis 4,051 4,548 
eeswaus 3,792 4,371 

ae te 3,144 6,823 

¢<awel 2,975 6,732 

a ie ae 2,944 6,710 

aaa 2,902 6,489 

she aeate 2,393 6,248 

rey 2,335 2,447 

oh hie 2,254 2,323 

Pre 2,164 2,881 

ee 1,890 3,159 

ere 1,792 2,464 

ree 1,770 2,890 

isan” 1,608 3,079 

-eanas 1,492 1,150 2 

ere: 554 1,504 

eo 3,759 

eeu 2,901 

caeceael 10,959 12,989 

xk tee 8,075 10,331 4 

Sere 7,466 7,724 

rt 7,423 9,284 

wre 6,326 8,302 

eee: 5,844 4,595 
ere 5,504 8,703 

ieee 5,300 6,978 

‘eke 4,159 6,444 

er 3,914 5,176 

eo a 3,541 8,277 

eee 13,974 2 18,972 2 

eer 12,493 2 17,809 2 
ory 89 2 16,202 2 

or 12,400 2 13,531 2 

eo 10,476 2 15,623 4 

rs 9,699 2 19,375 4 

rere. 9,658 2 14,068 2 

eee 9,213 2 16,169 2 

er 8,608 2 11,512 2 

ee ae 7,225 2 10,057 4 

eaaae 7,129 2 14,280 4 

+ eeu 6,908 2 9,748 4 

or 6,632 2 10,166 4 

nae oem 6,020 2 14,006 4 

ere 5,868 2 10,091 4 
e Stee as 728 2 364 4 
apiece 616 2 756 4 
roeee 616 2 882 4 
cinta 448 2 756 4 
coheEee 392 2 er 
neeuues 364 2 364 4 
a asec 224 2 546 4 
ue bee 224 2 714 4 
as kits 134 2 1,610 4 
sa ore. ren 1,011 4 
ere 21,044 5 eer ia 
baad 18,562 5 18,117 4 
errr 16,046 5 vae% ‘ns 
err, 17,545 4 21,197 4 
err. 15,300 4 12,408 4 
ors 15,275 4 11,435 4 
eee 14,068 4 17,170 4 
‘tneeee 13,839 4 12,476 4 
rere 6,539 4 3,809 4 
err 4,834 5 4,549 4 
ack geen 3,189 5 6,128 4 


—Advertising Record Company. 


*Combined with the December Issue. 
+Discrepancies between these columns for 1931 and 1932, except in the 
ease of weeklies, are explained by changes in frequency of issue of the pub- 


lications involved. 


To Show Health 
Value of Foods 
At N.Y. Exhibit 


New York, Dec. 15.—The city’s 
first Food and Heaith Exposition, 
which will feature the vitamin and 
nutritional value of foods, rather 
than the products themselves, will 
be held at the Grand Central Palace, 
April 3-8. Earl G. Thomas, 444 Madi- 
son Ave., is director. 

At a meeting of public health offi- 
cials and food scientists who have 
been organized into an advisory 
council to give the project scientific 
aid and official assistance, Health 
Commissioner Shirley W. Wynne 
stated he wanted to bring to the pub- 
lic authentic information from re- 
sponsible sources on the subject of 
food and health and to put a stop to 
the unethical advertising that has 
been going on. 

“Many see an opportunity in build- 
ing a sales talk about a recent ad- 
vance in science,” he said, “which 
results in deluding the public. Legiti- 
mate industry should get together 


with agencies of the government to 
bring information on a proper diet 
to the public.” 

The Commissioner explained his 
interest as due to increased evidence 
of malnutrition among children and 
the poor which will result in im- 
paired health later and a consequent 
tax on government funds. 


Nurserymen Appoint 

Advertising of Jackson Perkins 
Company, wholesale nurserymen and 
rose specialists, Newark, N. Y., has 
been placed with L. W. Ramsey Com- 
pany, Chicago. A consumer cam- 
paign for the “Blaze Rose,” first 
plant to be nationally merchandised 
under the protection of the new plant 
patent law, is planned. 


Savage Arms Appoints 


Savage Arms Corporation, Utica, 
N. Y., has placed its account with 
Moser, Cotins & Brown, Inc., Utica, 
effective Jan. 1. The Stevens Arms 
Division, Chicopee Falls, Mass., is 
included. 


Thurneau Leaves Block 


Arthur F. Thurneau has resigned 
as Chicago manager for Paul Block 
& Associates, effective Jan. 1. 


Dellar Joins KGB 


Lincoln Dellar, formerly advertis- 
ing manager, Game € Gossip, has 
been named manager of station KGB, 
San Diego, Cal., succeeding C. Ells- 
worth Wylie, who was recently 
named sales director of Don Lee 
Broadcasting System, Los Angeles. 
John Stewart has been chosen as 
KGB advertising manager. 


Jacoby Seeks Space 
The Jacoby Organization, New 
York direct mail house, will move to 
larger quarters at 22 Reade St. Dec. 
22. A Chicago office will be opened 
next month. 


“Manhattan” Is Coming 


Dell Publishing Co., New York, will 
begin publication Jan. 10 of Manhat- 
tan, a weekly magazine digest of New 
York amusements. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


* a 
Western 


Newspaper Union 


NEW YORK +: 310 East 45th St. 
CHICAGO: 210 Se. Desplaine St. 


and 34 other cities 


~ The largest 


photo-engrav- 
ing organization 
in chicago...... 

makers of 
fine printing 
plates in black 
or colors... 


NGRAVING COMPAN 


817 W.WASHINGTON BLVD. 
PHONE MONROE 7O8BO 


DIRECT TO THE 
~ HOME ~ 


SELECTIVE 
COVERAGE 


No need to blanket The 
None gm Market: if distri- 
57 6 ution or sampling cam- 
, 7 paigns can be directed to 
pe ceriain parts of it more 
WW profitably. We are con- 
~ fident that we can give you 

naa valuable aid in planning 
. campaigns to assure 
coverage of areas in 
which your specific 
products will be most 
salable. Write for our 
book, "The Market, Chi- 


cago.” 


BIG 4 ADVERTISING 


- CARRIERS - 
20 EAST 8ST. CHICAGO 
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DI OTOGRAPHIC | cine CHRISTMAS POSTER SOLVES TWO PROBLEMS a 
REVIEW OF THE 
WEEK 


ATTRACTIVE SMALL PACKAGES 


_EAST RIVER SAVINGS BANK 


Approaching the third Christmas in the depression, the East River Savings Bank, New York, faced the 

problem of developing a 24-sheet poster that would express a seasonal greeting and still not appear 

ridiculous in the face of current business conditions. This photograph shows how it was done. The poster 

also accomplishes another end. The East River Savings Bank just absorbed several other banks, in- 

cluding the Italian Savings Bank. The current poster combines a New Year's greeting with a dramatic, 
romantic appeal to the new Latin depositors. 


* 


DEMONSTRATING THE SMILE THAT WON THE PRIZE 


These almost microscopic containers for Divine Kiss and La Danse 
Perfume have just been released by Joubert Cie, New York. Bott 
use Durez molded caps as part of the package design. 


IN PERSON AND OTHERWISE 


Mary Dulje, 19-year-old 
Newark, N. J., girl, who won 
the lodent-Agfa Smiles Con- 
test, smiles more charmingly 
than ever as she receives the 
$500 award. J. W. Kane, 
general manager of lodent 
Chemical Company, Detroit, 
is handing her the check as 
Russell Patterson, renowned 
artist, and Tom Underwood, 
Underwood and Underwood, 
look on. 


COMPLETES STAFF 


~™ SEAMLESS 


TWO WAY STRETCH LASTEX CiRQKie 


Alice Lorraine, popular model, can now gaze at herself standing in This painting by Haddon Sundblom, Stevens, Sundblom & Stults, for 
store windows from coast to coast, wearing the new “Tally-Ho" Florsheim Shoe Company, Chicago, will soon appear in dealers’ wit 
girdle. Here she is alongside the new life-size cut-out photographic William Esty, who has completed dows throughout the country. Produced by Sweeney Lithograph 
display created for the H&W Company, Newark, N. J., by Frank the staff of William Esty & Co., fol- Company, Belleville, N. J., the display will be embossed, mounted 
Presbrey Company. The spectacle of a beautiful girl scantily clad lowing acquisition of the Camel muslin and varnished. To set it up dealers will merely unroll it, and 

has proven to be a stopper. cigarette account. snap a simple easel device into position. . 
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